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“Magnificent Matador” in Priteceler 


an Edward L. Alperson presentation released by 20th Century Fox 


“The Best Color Processing job...we have seen.” 


says Producer Edward L. Alperson 
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CH fA .. i : 
Life like color ye, in every scene 


CALL OR WRITE: 


BPyrbt Gé Laboratories, Inc. 


HOLLYWOOD 6823 Santa Monica Blvd. - HOllywood 9-3961 +» NEW YORK 105 East 106th Street + TRafalgar 6-1120 


), 
GREAT MOTION PICTURES ARE PROCESSED BY Plbi 


J r, 
Dihhe Laboratories, Inc., is a subsidiary ofp CHESAPEAKE INDUSTRIES, INC. 
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motion picture 





ao ntod by about automobile 
CHRYSLER production, showing 
ae how today’s car 
oe hain is custom-built to 
the owner’s wishes, 
right on the 


age assembly line. 
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CARAVEL FILMS, INC. 
ma | 730 FIFTH AVE., 

vey | NEW YORK, N.Y. 

5 Circle 7-611! 
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New York 





















onsolidated sweeps| Billhoard | awards! 


















*,..and Bell & Howell 
equipment helped us 


do it!” 


says SID SOLOW 
Vice President and General Manager 
Consolidated Film Industries (Hollywood) 


First place in film quality . . . first 
place in speed . . . first place in econ- 
omy ...a “clean sweep” for Consoli- 
dated Film Laboratories in Billboard 
Magazine’s Third Annual Film Serv- 
ice Awards competition. Consoli- 
dated uses Bell & Howell equipment 


in every major step of film processing. 


TECHNICIANS AT CONSOLIDATED rely on Bell & Howell equip- 
ment for the prize-winning performance that helped win all three of 


Billboard’s top honors. “We use Bell & Howell J and D printers,” states 
Mr. Solow, “and our labs turn out quality films fast—at reduced cost.” 






HONORARY ACADEMY AWARD 1954 
To Bell & Howell for 47 Years 
of Pioneering Contributions 
to the Motion Picture Industry 





FILMOSOUND PROJECTORS are used to inspect 
every film before delivery. Ted Hirsch, lab superintendent, 
says “Filmosounds are tops for delicate treatment of film, 
yet so rugged they require only minimum maintenance.” 











“AUTOMATIC SPLICERS by Bell & Howell 
give us quick splices with a weld as strong 
as the film itself,” explains Ed Reichard, 
chief engineer at Consolidated Laboratories. 


Mun itonanone pofeninetstnw... Xperience leads to Bell & Howell 


SEMI-AUTOMATIC CONTINUOUS PRINTERS + AUTOMATIC FILM SPLICERS + STUDIO CAMERAS + EYEMO CAMERAS + 35mm TO 16mm PICTURE REDUCTION PRINTERS 
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JOHN DEERE 





teams with WILDING 








The 1955 production, 
4-H Club boys and girls. Sets pictured here, a 
county fair and a grange hall, were built on 
Wilding’s sound stages in the Chicago studio. 
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‘Tim's Choice,’’ involves 


DING 
tives, Duo 


CHICAGO 


DETROIT 


Back in 1936, Deere and Company, makers of tractors 
and other farm implements, ordered from Wilding its 
first feature picture. The fourteenth in the series will be 
released at the end of the fall harvest season for show- 
ing in the principal U. S. farming communities until 
spring ploughing time. These pictures, written and pro- 
duced by Wilding, do not attempt to sell product but 
are creators of good will for the company among the 
country’s farmers. In the cast over the past 19 years are 
such names as Monte Blue, Arthur Lake, Jean Parker, 
Slim Summerville, Zasu Pitts, Gale Storm, Billie Burke, 
Don Wilson, Rochelle Hudson, Don DeFore, Minor Wat- 
son, Kirby Grant, Marjorie Reynolds and Buster Keaton. 
We are proud that John Deere has teamed with Wilding 
for nearly two decades and that John Deere Days in ru- 
ral areas are relished by large audiences year after year. 
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Byron color-correct* prints give you color that is 
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6 never too light — never too dark — color that is always : 
7 right! Such perfection is a regular service at Byron B 7 
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byron offers you these 16mm 
production facilities: 


script____recording 


art____location photography # 
ay 








og * titling music library tee 
a eee ache . 
BS g animation——__-sound stage 
acliiaies complete black and white 
8 laboratory facilities 


sound effects——__precision magnetic striping 


byron Studios and Laboratory 
DU pont 7-1800 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. 


*Reg. U.S. Patent Office 
PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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SLIDE-FILM 
PRODUCERS 





WE BEGIN WITH YOUR 
e sound 


DONE IN OUR STUDIOS OR YOURS 
AND END BY PROVIDING YOU WITH THE 
e finest 
e slide-film pressing 
e in the industry 


we MUSIC 
supply SOUND EFFECTS 
all SIGNALING * (ESI) 
—> MASTERING 
or PROCESSING 
any PRESSING ** 
part PACKING & SHIPPING 





*ELECTRONIC SIGNAL INSERTER AN 
EXCLUSIVE DEVICE DEVELOPED BY US 
FOR PERFECT SIGNAL PLACEMENT. 


**PURE RED VINYLITE RECORDS 










DISC recording - masters 
processing - pressing 






TAPE recording - editing 


assembly 






FILM recording - re-recording 
transferring - interlocking 
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UNIVERSAL RECORDERS 


6757 HOLLYWOOD BLVD. 


HOLLYWOOD 28, CALIF., HOllywood 39-8282 





Cleveland Holds #th Annual FilmFestival 


AUDIENCE JURIES AWARD 13 “OSCARS” TO SPONSORED PICTURES 


HIRTEEN “Oscars” were awarded spon- 

sored motion pictures as the result of 

weighted voting by audiences at the 8th 
Annual Cleveland Film Festival, conducted by 
the Cleveland Film Council in the Hotel Carter 
in that city on June 21-22. 

Sponsored films won all but five of the 18 
trophies presented in 16 main categories which 
ranged from Arts & Crafts to Public Relations. 
Leading the oscar parade, sponsor-wise, were 
the General Electric Company and Pan American 
World Airways. Both of these companies 
financed two winning entries. Ahead of the 
column, production-wise, was Henry Strauss & 
Co., Inc., with three productions acclaimed. 

Victor in the Industrial Relations category was 
ill 1 Need Is a Conference, produced for General 





Franklin C. Snyder, managing director of 
WXEL-TV, made the awards presentation. 


Electric by Henry Strauss. Clean Waters, a G.E. 
film produced by Raphael G. Wolff Studios, Inc., 
scored under Public Relations. 

So Small My Island, winning under Travel, 
and The Nine Lives of a Salesman, winning 
under Sales Training, brought abundant credit 
to Pan American World Airways as sponsor and 
Henry Strauss & Co., Inc., as producer. 

Other sponsored films voted worthy of Cleve- 
land oscars were: 

The Perfect Crime (Industrial and General 
Safety), sponsored by Caterpillar Tractor Co.., 


Speaker’s Table: (| to r) Elmer Treece, Treas. 
Cleveland Film Council; Marietta B. Darsie, Festival 
Screening Chairman; David G. Adam, Chairman, 
8th Annual Festival; and John Flory, the banquet 
speaker. (All photos by Cleveland Public Library.) 





produced by The Calvin Company; Eye to the 
Unknown (Industrial Research), sponsored by 
Consolidated Engineering Corp., produced by 
Jack L. Copeland and Associates; Hereford 
Heritage (Public Relations), sponsored by the 


oe Yur LP 


John Flory spoke on “The Age of Vision” 
at the annual Festival awards dinner. 


American Hereford Association, produced by 
MPO Productions, Inc.; Broncho-Pulmonary 
Segments (Medical and Nursing Profession), 
sponsored by Pfizer Laboratories, produced by 
Campus Film Productions, Inc. 

A Family Affair (Health, Child Training and 
Mental Health), sponsored by the Mental Health 
Film Board, produced by Affiliated Film Pro- 
ducers, Inc.; Letter from Pasquale (Human Re- 
lations), sponsored by the Community Chest of 
Allegheny County, Pa., produced by Mode-Art 
Pictures, Inc.; A Missionary to Walker's Garage 
(Religious), sponsored by the Baptist Sunday 
School Board, produced by Family Films, Inc.; 
Wild Flowers of the West (Gardening & Horti- 
culture), sponsored by Richfield Oil Co., pro- 
duced by Frederick K. Rockett Co.; Jn the 
Street (Experimental), sponsored by the Museum 
of Modern Art Film Library, produced by Helen 
Levitt, Janice Loeb, James Agee. 

The five non-sponsored winners included: 

Bunka (Arts & Crafts), produced by Serisawa 
Brothers; Asian Earth (International), pro- 
(CONTINUED ON FOLLOWING PAGE TEN) 


Speaker's Table: (I to r) Robert J. Bellan, President, 
Cleveland Film Council; Franklin C. Snyder, who 
made trophy presentations; Ethel A. Frank, Coun- 
cil Secretary; and (foreground) Shelby A. Mc- 
Million, chairman of next year’s Festival. 
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The exceptional ability of Raphael G. Wolfl 
Studios for creating and producing effective 
business films is reflected in its clientele, many 
of whom have used these services repeatedly 


over a period of 23 years. 


“Nephi, Vb.oyg 


STUDIOS, INC 
HOLLYWOOD »« NEW YORK e CHICAGO « DETROIT 

















How many blocks? 6 or 77? Appearances can be deceiving, but the good 


appearance of a Precision print is not an optical illusion. Immediately apparent are the results 
of Precision-quality processing. 


The individual attention given to each original through the entire operation has earned 
Precision its top spot in the film processing field. Leaders in the photographic profession know 
they can depend on Precision for accurate, intelligent handling of their material. And constant 
research continues for even better ways to serve your requirements, 


In everything there is one best...in film processing, it’s Precision. 
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h and engineering by Mitchell has 
© 40st advanced and only truly 
a "Of Mitchell cameras that 
ar to be found wherever 
ng Successfully used. 
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666 WEST HARVARD STREET-GLENDALE 4, CALIFORNIA-CABLE ADDRESS: (MITCAMCO) 


85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 
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GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE* CHICAGO 6 
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CLEVELAND'S FESTIVAL 


(CONTINUED FROM PRECEDING PAGE SIX) 


duced by Atlantis Productions; Yours jor a 
Song (Teaching in Classroom), produced by Roy 
Wilcox Productions, Inc.; Geyser Melodies 
(Music), produced by Guy D. Haselton; Seifriz 
on Protoplasm (Teaching in Classroom), pro- 
duced by J. M. B. Churchill, Jr. 

In tightly-scheduled programs, running from 
9:30 a.m. through late afternoon during the two- 
day contest, the Cleveland audiences viewed 
more than 100 motion pictures to complete the 
oscar selections. Sixteen screening committees, 
composed of educators and representatives of 
business and industry, had chosen these entries 
nominees in 


from several hundred preview 


VW" 


7 oe 


; 





Audience jury screens industrial relations films at 
the Cleveland Film Festival. 


sessions. Preference was given to films released 
since January 1, 1954, with a running time of 
30 minutes or less. 

Awards were announced at a banquet finale 
Wednesday evening in the Hotel Carter. Pre- 
senting the oscars to their recipients was Frank- 
lin C. Snyder, vice-president, Empire Coil Co. 
and managing director of television station 
WXEL. John Flory, adviser on non-theatrical 
films, Eastman Kodak Co., addressed the ban- 
which 
he described as a time of new accomplishments 
for non-theatrical films. Robert J. Bellan, Cleve- 
land Film Council president and training as- 
sistant at Brush Electronics Co., was toastmaster. 

Election of David G. Adam, this year’s festi- 
val chairman, as president of the Cleveland Film 


quet assembly on “The Age of Vision” 


Council for the coming year was announced. 
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A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 























For Details Write: 


AUDIO-MASTER Carp. 
17 East 45th St. - New York 17, N. Y. 














Council leadership: (I to r) David Adam, Festival 
Chairman and President-elect; Elmer Treece, Treas- 
urer; Ethel A. Frank, Secretary; and Robert J. 
Bellan, President, Cleveland Film Council. (Cleve- 
land Public Library photos). 

Adam is the manager of film and audio-visual 
communications at Fuller & Smith & Ross, Inc. 
His festival committee included: Marietta B. 
Darsie, Cleveland Heights Board of Education, 
as general screening chairman; Alice F. Green, 
Cleveland Chamber of Commerce, publicity 
chairman; Eric A. Teel, East Cleveland Public 
Library, and Ruth F. Moore, Ohio Bell Telephone 
Company, registration chairmen. Serving as re- 
ception committee chairman was Jane Fielding. 


e at * 


Dr. Arthur Stenius Dies After Long Iliness 
® Dr. Arthur C. Stenius, director of Wayne Uni- 
versity's Audio-Visual Materials Consultation 
Bureau, died in Harper Hospital, Detroit, Mich., 
May 24. 

Although he had been ill for some time, Dr. 
Stenius did not ease up on his various activities. 
Until the time of his death, he was busy with the 
production of filmstrips, recording, and motion 
pictures for schools, local business firms, and 
associates. 
® Dr. James J. McPherson, executive secretary 
of the National Education Association, has ac- 
cepted appointment to succeed the late Arthur C. 
Stenius as director of the Audio-Visual Ma- 
terials Consultation Bureau at Wayne. 

Dr. McPherson will govern the bureau’s con- 
tinued progress and service to community, in- 
dustry, and schools. In his capacity as associate 
professor in the College of Education, Dr. Mc- 
Pherson will teach courses in education. ea 


Tempo Bold 


Above line set in 42 point. 
Available in 18, 24, 30, 36,42, 48,60 & 72 point sizes 


... the most practical of 
all typefaces for motion 
picture and slidefilm titles 





One of many typefaces available in Knight Studio Titles 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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Distributors of: 


Bloop Punches 

Cans, Film Strip 

Editing Tables 

Film Bins 

Film Racks 

Flanges 

Film Editing Gloves 
Leader Stock, 16 & 35 mm 
Measuring Machines 
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Split Reels 

Rewinds 


Sound Readers 
Splicers 


Re 


=* 


rage Cabinets 


Vault Cans 

Scotch Tape 

Cloth Tape 

Sound Recording Tapes 
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Syracuse University Plans 
Historical Film Collection 
* Establishment of a historical col- 
lection of 16mm films that depict 
the great steps in the technological 
and cultural progress of the United 
States has been initiated by Syra- 
cuse University, Syracuse, N.Y. 

This collection is planned to make 
available to scholars, historians, 
writers and researchers a wide 
variety of authentic film records 
that document the early hand skills 
and accurately portray the signifi- 
cant commercial, economic and 
agricultural landmarks in our 
country’s growth. 

“The university will be rendering 
a special service to scholars and re- 
searchers by establishing a collec- 
tion of historical films in a central 
location within easy access to uni- 
versity library facilities and faculty 
research work,” Chancellor William 
P. Tolley points out. The university 
will not attempt mass distribution 
of the films to other schools. 

Syracuse proposes to establish an 
independent foundation, tentatively 
entitled the American Historical 
Film Foundation, staffed with a 
board of trustees and an advisory 
council of specialists. The first step 
in this project will be to locate and 
secure appropriate existing films 
for the archives. 

As the project develops, the uni- 
versity envisions stimulating the 
production of new films to docu- 
ment historical milestones 
yet recorded on film. Among the 
many possibilities along this line 
would be a series on “ 


not as 


vanishing oc- 
cupations” which would focus the 
eye the peddlar, 
country store keeper, circuit rider, 
carriage maker and blacksmith. 
Temporarily, films accrued for 
the archives will be housed in the 
educational film library at the uni- 
versity's Audio-Visual Center. & 
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Consolidated Film Industries 
Gets Reeves Magna-Striper 
* Installation of the 
Reeves Soundcraft 


16mm 
Magna-Striper 
at Consolidated Film Industries was 
completed June 15. CFI will be the 
“first Hollywood film laboratory to 
utilize the new magnetic striping 
equipment,” outgrowth of the 35mm 
Reeves development which won an 
Academy Award two years ago. 
Consolidated has named 
west coast headquarters for Magna- 
Striping requests by the Reeves 
Corp. CFI’s Magna-Striper, located 
in its building at 959 Seward 
Street, Hollywood, can apply mag- 
netic oxide in 25 mil., 50 mil. or 
100 mil. widths either black- 
and-white or color film. 
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J. G. McAlister equipment is NOT sold 
through dealers. Today, call or write 
WORLD HEADQUARTERS FOR THE FINEST ENGINEERED LIGHTIN(@@QUIPMENT 


J.G. Mic A. bem Ermac. 
1117 North McCadden Place, Holl § 38, California 
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NEW YORK 


200 East 56th Street 


CHICAGO 


16 East Ontario Street 
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PICTURE PARADE 


FUNCTIONAL FILMS IN THE NEWS 


Esso Standard’s Film Tribute 
for the Acadian Bicentennial 
* The Pirogue Maker, a new docu- 
mentary film produced for the Esso 
Standard Oil Company to com- 
memorste this year’s Acadian Bi- 
centennial Celebration, 1s now avail- 
able on a loan basis to civic, educa- 
tional and other groups. 

Throughout the summer and after 
the opening of the fall semester. 
school children in Louisiana will 
have an opportunity to view the 
film, photographed by Arnold Eagle 
in the bayou country of southern 
Louisiana. Distribution in other 
states will follow. 

The color movie tells how a trim 
little pirogue is carved by hand 
from a single cypress log. Pirogue 
making, one of the vanishing crafts 
of the Louisiana Acadians, is thus 
preserved for generations to come. 

Susan Reed, a folk singer who 
plays her own accompaniments on 
an Irish harp and a zither, furnishes 
the background music for the film. 

Made by Esso to pay tribute to 
the Acadians of Louisiana during 
the year-long Acadian Bicentennial 
celebration, the film was formally 
dedicated to the Bicentennial or- 
ganization at a recent ceremony in 
Baton Rouge. The first print of the 
motion picture was presented to the 
president of the Acadian organiza- 
tion, Dean Thomas J. Arceneaux, 
by H. J. Voorhies, manager of 
Esso’s Baton Rouge refinery. a 
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Gold Filled Mfrs. Association 

Signs for Promotional Film 

* The Gold Filled Manufacturers 
Association, Inc., of Attleboro. 
Mass., commissioned RKO- Pathe. 
Inc., to produce a motion picture 
to be used for public relations, sales 
promotion and dealer 
Contracts 


education 
have been 
signed by the two organizations, 
which were represented in the nego- 
tiation by Sidney Kramer, general 
sales manager for RKO-Pathe, Inc., 
and S. L. (Bud) Cantor, sales pro- 
motion manager of the Gold Filled 
Manufacturers Association. 

The picture now has the working 
title of The Gold Filled Story. In 
addition to its showings for all 
employees of the manufacturers in 
the Association and their dealers at 
trade exhibitions, meeting. etc., it 
will eventually be used on television. 
Merchandising manuals will be de- 
veloped, utilizing excerpts from the 
film, to be placed in the hands of 
retailers. 

The Gold Filled Story will be 


fashioned so as to arrest the atten- 


pu rposes. 


tion of all viewing audiences, de- 
velop the proper information with 
respect to sales and merchandising 
by the retail merchants or their sales 
clerks, establish the necessary knowl- 
edge of and respect for gold filled 
as a valuable commodity, and at- 
tractively display gold filled’s 
beauty, economy and _ versatility. 
It is intended to build a keen ulti- 
mate consumer appreciation of gold 
filled as well as the products made 
therefrom, and it will establish with 
emphasis the protection which the 
consumer has from the laws of the 
United States when he buys gold 
filled merchandise. 


* * * 


New Catalog of Boating Films 
® Bringing up to date its catalog of 
films on recreational boating, the 
National Association of Engine and 
Boat Manufacturers has issued a 
new 28-page revision of the popular 
booklet. The pamphlet lists 135 
boating films currently available to 
the public. 

Since the publication of the first 
catalog many old films have dropped 
out of stock and new ones have been 
added on nearly all phases of boat- 
ing. The new book contains the 
most complete listing of boating 
films available to boating enthu- 
siasts, civic organizations, schools 
and public libraries, according to 
Joseph E. Choate, secretary. 

Copies of the NAEBM’s 1955 
edition of Boatinc Ficms may be 
obtained free of charge by writing: 
National Association of Engine and 
Boat Manufacturers, 420 Lexington 
Avenue, New York 17, N.Y. 








For Ié6mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 
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To this is added a genuine Desire To Please . . . and 
the reason for Consolidated’s leadership is apparent. 
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MOVIELAB FILM LABORATORIES, INC. 
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619 West 54th Street, New York 19, N. Y.  JUdson 6-0360 | 
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Sight & Sound 


NEWS OF PEOPLE AND PICTURES 
Heads Twin City Film Council 


@ Wesley Grabow, audio-visual ma- 
terials advisor at the University of 
Minnesota, recently was elected 
president of the Twin City Film 
Council. He replaced Miss Margaret 
Fletcher of the Minneapolis Public 
Library. 

Other officers elected were: Don- 
ald Spencer, Northern Pump Com- 
pany, vice-president; Harriet Miller, 
St. Paul Council of Churches, secre- 
tary, and Agatha Klein, St. Paul 
Public Library, treasurer. 


a a ae 


Indian Executive Describes 
16mm Role in India’s Economy 
*“India is building her economy 
based on peace, and 16mm films 
play an important part of this ex- 
pansion.” That is the statement of 
S. Sundra, manager, Electronics 
Limited, New Delhi, India, who is 
on an extended round-the-world 
visit to commercial fairs, exposi- 
tions and conferences with suppliers 
for his company. 

Electronics Limited, with offices 
in several major cities of India, is 
the India distributor for the Victor 
Animatograph Corporation, Daven- 
port, lowa. 

Visiting Victor’s home office at 
Davenport, Sundra related that 
16mm films are most important in 
rural and adult education in his 
country. The government-sponsored 
program teaches community health, 
welfare and sanitation and better 
farming methods. The India Gov- 
ernment now has over 400 Victor 
Projectors in use and plans to 
order an additional large quantity 
soon. There are over 150 
Magnesound (magnetic sound at- 
tachment for Victor 
units in this program. 





also 
projectors) 
“The people of my country have 


found films to be the fastest and 
most effective means to educate the 


masses,” Sundra continued. “A 
great many American technical 


films also are being used to train 
our workers.” 


Sam G. Rose (left) 
discusses Victor's 
sales plans for 

India with S. Sundra 
manager of Electronics 
Ltd. of New Delhi 





Chesapeake Industries Holds 
Visual Review for Shareholders 


® Chesapeake Industries, Inc. took 
over the Translux 85th Street Thea- 
tre in New York on June 15th, in 
order to show its shareholders the 
expanding products and services of 
its subsidiaries — ranging from a 
new Hollywood movie to movable 
steel partitions, electronic equip- 
ment and heavy machinery. 

Entertainment high point of this 
shareholder’s screening was a show- 
ing of The Magnificent Matador, a 
Cinemascope feature just released 
by 20th Century Fox and printed 
in color by Pathe Laboratories, 
Inc., a Chesapeake Industries sub- 
sidiary. 

Sharing co-billings with the bull- 
fight film were displays in the lobby 
from Chesapeake’s nine  subsidi- 
aries, with officials hand to 
answer questions on products and 
operations. 

The approximately 1300 share- 
holders who live in a 100-mile radi- 
us of New York were invited. 

This was the second of Chesa- 
peake’s regional showings of mo- 
tion pictures and products for its 
shareholders. More than 1000 share- 
holders of the Cleveland area 
crowded into a theatre there a year 
ago to see a Chesapeake-sponsored 
Gina Lollobrigida movie in Pathe- 
color. The company’s largest blocks 
of shareholders are in Cleveland 


and New York. 


a * * 


on 


Radiant Screen Executive on 
Sales Jaunt in 15 Countries 

* Adolph Wertheimer, executive 
vice-president of Radiant Manufac- 
turing Corp., is on a five-week sell- 
ing trip to 15 European and Middle 
East countries. The purpose of the 
trip is to introduce new lines of 
projection screens and anamorphic 
lenses. 

Among the countries Wertheimer 
is visiting are France, Norway, Ger- 
many, Sweden, Italy, Spain, Israel 
and Belgium. He attended the Inter- 
national Photographic Biennial in 
Paris as an exhibitor. He returns to 
the U.S. in early July. 
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CONSTRUCTION 


bo putting up a building, whether it be a ranch-house or 
a skyscraper, to assure a satisfactory job requires intricate 
blueprints, executive experience and a well trained 
construction team. 


The same is equally true in the planning and building of a 
motion picture, whether it be a TV spot or a documentary. 
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| A ° COMMERCIALS 


165 WEST 46TH STREET, NEW YORK 36, 





Sound Masters for 18 years has “built’’ successful films, 
by holding to the concept that a good basic idea requires 
a well planned structure in accordance with the subject 
matter and its purpose. 


That is one reason why Sound Masters has won the esteem 
of many loyal clients in a wide range of industries. 












MOTION PICTURES 
—_ ———— a] SLIDE FILMS 
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Esso Standard Releases Third Film 
in Overseas Series for Television 


rgvHe Tuirp Episope in a new series of in 
I dustrial world travelogues, produced especi- 
ally for television, has been released for distribu- 
tion to television stations by the Public Relations 
Department of Standard Oil Company (N.J.). 
Under the series title of Journey, the films depict 
travels to areas of the United States and abroad 
where affiliates of the company operate. The 1214 
minute episodes are 16mm, b/w. Narration is by 
Calvin Thomas. The company distributes the films 


to stations as 


additions to their 


libraries for use in sustaining time periods. 


permanent 


the mark of 


Depicts Oil Exploration in South France 


excellence in The third episode in the Journey series, entitled 
Operation Mano-1, is about the arrival of oil ex- 
ploration crews in a small picturesque com- 
munity in southwestern France. It was edited for 
U.S. television from a longer film produced by the 
company’s French affiliate, Esso Standard S.A.F. 

Other films in the series are made from docu- 
mentary stock footage obtained throughout the 
world for use in the company’s institutional tele- 
vision commercial on Your Esso Reporter—TV, 
sponsored on 20 eastern stations. 

The first in the series, Oil and Peoples of the 
World, shows nationals of different parts of the 
world at work in the varied phases of the oil busi- 
ness. The second in the series, To Sidon and Re- 
turn, is about the voyage of a tanker from Bel- 
gium to Lebanon carrying back crude oil from 
the Middle East to Western Europe refineries. 


commercial films 





CATE & MCGLONE 
films for industry 
1521 cross roads of the world 
hollywood 28, california 








“Journey” Series a Public Relations Service 


The company states that the purpose for the 
production of the Journey series is to acquaint 
more people with the varied aspects of the oil 
industry 


» IN CANADA! 


RAPID GRIP and The company reports that reception by tele- 
vision stations to the Journey series has been 
Se most favorable. Comments from the stations in- 
dicate that the films fulfill a useful purpose in 

LIMITED 


a station’s programming schedule. The films are 
non-commerical in content, the company being 
4 ; L 7 - é 


here and abroad and to provide a 
public relations service to television stations. 





identified only in production credits. 

Jersey Standard plans to produce further films 
in this series. Future episodes will include films 
about a towboat voyage up the Mississippi, 
geologists at work, life in Lapland, drilling for 
oil in the Gulf of Mexico, and a visit to Vene- 
zuela. Eastern producers have participated. 


R 





WORLD FAMOUS 







synchronous 
maguetic film 
recorder for 
motion pictures 


and television. 


MOTION PICTURE DIVISION ona caeeeean We 
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A COMPLETE service 
BACKED BY A VATIONAL 


ORGANIZATION 






From script 
to screen 


MASTER VIDEO SYSTEMS’ §> 


CLOSED CIRCUIT TV 


Planning, Production 


FILM PRODUCTION 

TV Program Films « Travel Promotion 
Product Promotion « Sales Training 
Public Relations Projects 


SLIDE FILM PRODUCTION 
INDUSTRIAL REPORTING ... inexpen- 


sive reports made on film — facts, no frills or 
other “gimmicks”, for use of management in 
evaluating operations, new projects, present- 
ing new products, for use in Board, Planning, 
and Annual Stockholders’ meetings. 


we TREN ars 
/ LAWRENCE 
CROLIUS us-Produced Films For 


bs Executive Delta-C&$ Airlines « E: |. du Pont 
wa Producer Curtis-Wright Propeller Div. 
* , , Otis Elevator Company + and others 


* 


+ 


Film Production Division 


MASTER VIDEO SYSTEMS, 


h 


INC. 





CREATIVE 
SKILL anp 
TECHNICAL 
PERFECTION 


MOTION PICTURES 
FILMAGRAPHS 
SLIDE FILMS 

SLIDES 

TRAINING COURSES 
TRAINING GUIDES 
FLANNEL BOARDS 
TV COMMERCIALS 
PAN SCREEN PROD. 





254 WEST 54th ST., N.Y.C. 
COlumbus 5-7620 
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SALES - SERVICE - RENTALS 


THE WORLD'S MOST COMPLETE ASSORTMENT 


a2 OF PHOTOGRAPHIC EQUIPMENT FOR 
MICROPHONE BOOMS 


FOR ALL PURPOSES 
SMALL, MEDIUM, LARGE 








MOVIOLA FILM 


aie ey EDITING EQUIPMENT 





M-R Microphone Boom 
with Perambulator. Quiet 
in operation. 





Lightweight model Booms 
— Model C-12 and C-17 
and Century Portable 
Mike Boom. Beautifully 
engineered for TV and 
motion pictures. 


Robot Automatic Splicer 
No heat required. Assures exception 
ally strong positive splice. Simple op- 
eration. Portable. 





AURICON LIGHTWEIGHT ALUMINUM SHOULDER BRACES 
. for 16mm and 35mm 
CAMERAS 


Illustrated: Cinevoice with 3- 
lens turret, Zoom Finder and 
400 ft. magazine. 


cameras. Sturdy, yet light 
















enough not to tire user. 
Easy panning and tilting. 
For all hand-held cameras. 





PRECISION 


SOUND READER 
(16-35 COMBINATION) 


Simple threading. Polished Stabilizer 
drum with needle bearings. Surface 
cannot damage film. Precision ground 
shofts. Dimensions—6 x 6 x 71/2. 

AMPLIFIER: 117 volt, 60 cycle, AC. 
Power output 4 watts. Heavy duty 
Alnico V. Speaker. Safety fused. 


CHANGING BAG 


—a portable darkroom. Large 
enough to take 1000 ft. 35mm 
magazines. Double zipper. Com- 
pletely light-proof. 





*9.5mm Lenses in 16mm C mount. 18.5mm (extreme wide angle-flat 
field) Lenses available in mounts for all 35mm Motion Picture Cameras. FRANK ZUCKER 
*PHOTO RESEARCH Color Temperature Meters. *Electric Footage Timers. 
*Neumade and Hollywood Film Company cutting room equipment. *Gris- * A mie R A < U P Ie MT 

wold & B.&H. Hot Splicers. *DOLLIES *Bardwell-McAllister, Mole Rich- 

ardson, Century and Colortran Lighting Equipment. Complete line of € BRORDU UY 

16mm and 35mm Cameras. 























MADE IN USA 
EXCLUSIVELY BY F&B 


Price $135.00 


Heavy Duty Fibre Case $20.00 


AVAILABLE DIRECT 


OR AT LEADING CAMERA DEALERS 


F & B PRO CINE—MOST 


E 
(MEDIUM WEIGHT CLASS 











HOLLYWOOD FILM CO. 


SYNCHRONIZER 





GUARANTEED FINEST 
PRECISION WORKMANSHIP 


16 or 35 mm 
2 gang $125 
3 158 
4 190 
5 225 
6 250 
Combination 
1-16 & 1-35 $185 
2-16 & 2-35 250 


IMMEDIATE DELIVERY 
Money Back Guarantee 














TRIPOD IN TH 





| 
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FOR ALL CAMERAS 


Does your tripod 
include these 
exclusive PRO CINE 
features? 


A. External camera tightening 
knob with angle gears 


B. Telescoping, offset tripod 
handle 


C. Second tripod handle posi- 
tion 
D. Large positive pan and tilt 


locks 


E. Brass shaft for longer wear, 
no sticking 


F. Separate, precision machined 
friction plate 


G. Aluminum leg tops—no holes 
drilled thru wood legs 


H. Four bolted leg 
with leg rest ledge 


supports 


I. Single knob leg tightening 
—for even tension and no 
warping 


J. Superb, seasoned and 
waxed hardwood legs. Will 
never stick. 


Finest Precision Craftsmanship 
and Materials 


FRICTION HEAD UNCONDITIONAILLY 
GUARANTEED FOR FIVE YEARS 


“Nominar 1” €/0.95 giving 
TERRIFIC results . . . 


Made TV film under moonlight conditions and 
over-exposed films.” 


Mr. Murray Lincoln 
Miller 


Director, Audio-Visual 
Education 


IMlinois State Normal 
College 


F&B 
NOMINAR 
1” #/0.95 | 
LENS 





In C mount for all 16 mm cameras 


“THE FASTEST CINE LENS IN THE WORLD” 
More than Twice as fast as f/1.4 


Definition, resolution and contrast 
as good or better than any comparable lens. 


Price $165.00 $9.90 FET 


Including— 

Series VI filter holder, sunshade 
Screw-on dust covers 

Leather carrying case 

















FLORMAN & BABB 


70 West 45th Street, 


Phone: Murray Hill 2-2928 
Address — FLORBABB, N.Y. 
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Cable 








New York 19, N.Y. 





Scholastic Teacher Magazine 

Announces Annual Film Awards 
* Scholastic Teacher Magazine has 
announced the names of the win- 
ners in its annual National Film 
and Filmstrip Awards. The evalu- 
ation was on usefulness in high- 
school English and 
classrooms. 


social studies 
The winners were: 


Awards to Sponsored Films 

Film Award (sponsored) — Ac- 
counting: Language of Business, 
sponsored by American Institute of 
Accountants, produced by Wilding 
Picture Productions, Inc.; Ameri- 
can Farmer, sponsored by Ford 
Motor Company, produced by MPO 
Productions, Inc.; America For Me, 
sponsored by Greyhound Line, pro- 
duced by Jerry Fairbanks Produc- 
tions of California; Atom Goes to 
Sea, sponsored by General Electric 
Company, produced by John Suther- 
land Productions, Inc.; Highway 
By the Sea, a Ford film produced by 
Dynamic Films, Inc.; 
sponsored by 
pany; 


Honduras, 
United Fruit Com- 
In the Beginning, produced 
for Socony Mobil Oil Company 
by Cate & McGlone; Song of the 
Feathered Serpent, sponsored by P. 
Lorrillard Company, produced by 
Alan Shilin Productions; So Small 
My Island, sponsored by Pan Ameri- 
can World Airways, produced by 
Henry Strauss & Co., Inc.; To Con- 
serve Our Heritage, a Minneapolis 
Moline picture produced by Martin 
Bovey Films. 


Informational Film Awards 


Film Award (informational films 
and entrants) —Beaver Valley, Walt 
Disney; Birth of a Florida Key, 
Films of the Nations; Citizen Makes 
a Decision, Young America Films, 
Inc.; Freedom to Learn, National 
Education Association; From Soci- 
able Six to Noisy Nine, McGraw- 
Hill Text Films; Kumak: The Sleepy 
Hunter, Film Images; The Living 
City, Major Religions of the World, 
Man and His Culture, Encyclo- 
paedia Britannica Films, Inc.; W on- 
ders of Plant Growth, Churchill- 
Wexler; World Without End, 
UNESCO. 


The Filmstrip Award Winners 


Filmstrip Award Winners (and 
entrants) —- American Literature: 
The Frontier, Museum Extension 
Service; American Patriots, En- 
cyclopaedia Britannica Films; Early 
American History, Young America; 
How Steel Is Made, U.S. Steel 
Corp.; Jefferson and Monticello, 
Museum Extension Service; Library 
Tools, Young America; Pageant of 
America, Yale University Press 
Film Service; Secretarial Training, 
McGraw-Hill; Toward European 
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Unity, New York Times; World We 
Live In, Life Magazine. 

These releases were selected by a 
panel of leaders in the audio-visual 
education field, heads of state, city, 
college, university and public library 
visual aids departments. ee 


& * * 


Agricultural Television Clinic 
to Be Held in September 

* Agricultural television show pro- 
ducers and leaders from the agri- 
cultural and television industries 
will assemble for a National Agri- 
cultural Television Clinic at the 
University of Missouri, September 
2, 3, and 4, 

The clinic is aimed at building 
creative programming into agricul- 
tural television and generally im- 
proving the quality of farm and 
home television shows. Interested 
directors, sponsors, advertising men, 
the U.S.D.A., Land Grant Colleges, 
and farm organizations are trying 
for more impact on the viewing 
audiences. 

The roster of consultants includes 
Dr. Gerhart Wiebe, research psy- 
chologist of CBS; Ben Park, direc- 
tor of public affairs, NBC; Bill 
Suchmann, visual director of Omni- 
bus and the Ford Foundation Tele- 
vision Workshop; and Lynn Poole, 
producer of John Hopkins Science 
Review and Tomorrow. 

The clinic is sponsored by Agri- 
cultural Relations Council, Ameri- 
can Association of Agricultural 
College Editors, Association of 
Land-Grant Colleges and Univer- 
sities, National Association of Tele- 
vision and Radio Farm Directors, 
United States Department of Agri- 
culture, in cooperation with the 
National Project in Agricultural 
Communications. 

The program will try to answer 
such questions as: What do we have 
to know about our audiences? What 
are people interested in? What 
motivates people to action? What 
are the principles of effective tele- 
vision programming and produc- 
tion? How do you visualize scien- 
tific information and interest the 
total audience? What should we be 
trying to accomplish through agri- 
cultural television? 

Complete information on _ the 
clinic is available from John A. 
Morrow, National Project in Agri- 
cultural Communications, Wells 
Hall, Michigan State College, East 
Lansing, Michigan. nd 


ay * * 


New Sound Slidefilm Guide 

* Editorial research is being com- 
pleted on a 1955-56 edition of the 
Sound Slidefilm Guide by the Edi- 
tors of Bustness Screen. It will be 
released July 22. 
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i 
. Our top-flight creative 
and production staff is 
really GOING PLACES 
' —working with clients 
all over the country 
to build our reputation 
as the nation’s leading 
producer of better films 
| for business. 
a 
. 
' 
is 


201 NO. OCCIDENTAL BLVD LOS ANGELES 26, CALIFORNIA 


PRODUCTIONS, INC. 


Cut eland. 33 EAST 48TH STREET, NEW YORK 17, NEW YORK 








* Seven of the 12 winners of the first and second 
awards at the fifth Annual Film Festival of the 
Film Council of Greater Boston, held May 14, 
were sponsored motion pictures. 

Industry easily held its own in the “Industry” 
category with sponsored subjects receiving the 
three honors allowed. First award went to A 
Massachusetts Holiday, a tourist-trade-minded 
travelog produced for the Massachusetts Depart- 
ment of Commerce by Bay State Film Produc- 
tions, Inc. 

Taking second Industry awards were Clean 
Waters, a new version of General Electric Com- 
pany’s documentary on pollution abatement, pro- 
duced by Raphael G. Wolff, Inc., and So Smail 
My Island, a unique travel-culture film designed 
to promote business for Pan American World 
Airways by Henry Strauss & Company, Inc. 


“Before They Happen” Best of Safety Films 


In the Safety section, first award was won by 
Before They Happen, a preventive lesson pro- 
duced for the National Board of Fire Under- 
writers by Audio Productions. /ncredible Jour- 
ney, an accident nemesis sponsored by Sinclair 
Oil Company and produced by Wilding Picture 
Productions, Inc., won the second saicty citation. 

Heading the Classroom division in fre: piace 
was The Atom Goes to Sea, an inside story on 
atomic submarines produced as a public rela 
tions tool for General Electric by John Suther- 
land Productions, Inc. 

Another John Sutherland production, Horizons 








DISTINGUISHED 
MOTION PICTURES 
FOR INDUSTRY 
AND TELEVISION 
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Sponsored Pictures Win Seven 
Awards at 5th Boston Festival 


of Hope, sponsored by Alfred P. Sloan Founda- 
tion, Inc., won second award under Adult Edu- 
cation. This film reports on the progress in 
cancer cure at Sloan-Kettering Institute. 

Remaining first and second honors were won 
by films produced for syndicate and educational 
organizations. These included: an Adult Educa- 
tion first award to Thursday's Children, pro- 
duced by World Wide Pictures for Morse Film: 
art classification awards to Drawings of Leonardo 
Da Vinci, produced by Basil Wright for Brandon 
Films, Inc. (first), and The Magic Canvas, pro- 
duced by John Halas and Joy Batchelor for 
British Information Services (second); and two 
second awards in the Classroom section — Farm 
Babies and Their Mothers (Film Associates of 
California) and Mexican Village Family (Paul 
Hoefler Productions). 


Audience Juries Screen 55 Pictures 


This year’s festival was held in Boston’s 
Sheraton Plaza Hotel where screenings of 55 films 
approved by selection committees began a ballot 
competition at 10 a.m. Balloting was reported 
close in many instances as audiences judged the 
films. 

Among registrants at the festival were repre- 
sentatives of a variety of industries, including 








NEW YORK 


film producers, distributors and dealers in 
audio-visual equipment; educators from public 
and parochial schools, other private schools and 
colleges; librarians, social service workers; gov- 
ernment employees, hospital personnel; program 
chairmen from women’s clubs, parent-teacher as- 
sociations and other organizations. Also partici- 
pating were clergymen and other religious work- 
ers, and representatives of the Fine Arts and 
Science Museums and various art groups. 


Alan Lydiard Presides at Awards Luncheon 


Presiding at the festival luncheon was Council 
President Alan F. Lydiard, director of photogra- 
phy for the John Hancock Mutual Life Insurance 
Company. An invocation was offered by The 
Right Reverend Timothy F, O’Leary, Department 
of Education, Archdiocese of Boston. Paul Ra- 
dar, director of productions, WGBH-TV, spoke 
on “A New Approach to Educational Filming.” 
Also introduced at the luncheon was Boston’s 
Mayor John B. Hynes. 


Film Festival Chairman was George E. Ro- 
ghaar, Film Council vice-president and president 
of the New England Film Service, Inc. Shoulder- 
ing council leadership with Lydiard and Roghaar 
is Mrs. Muriel C. Javelin, secretary of the Boston 


Public Library. 


Chairman of an audio-visual equipment and 
material exhibit held as part of the festival was 
Emile F. Le Vin, United States Department of 
Justice, Film Council treasurer. ig 
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FOR TV COMMERCIALS THAT CLIENTS APPLAUD — 


Shoot on Du Pont “SUPERIOR” 2, 
print on Du Pont Type 824 


When you film your TV commercials on 
Du Pont “Superior” 2—and print them 
on Du Pont Type 824— you'll get footage 
to satisfy the fussiest client. Here’s why: 

Du Pont “Superior” 2 is the all-purpose 
negative film for both indoor and outdoor 
sets. It gives you clean highlights and 
plenty of shadow detail. “Superior” 2 is 
fine-grained, yet fast enough to keep light- 
ing costs down. Its wide latitude guaran- 
tees you consistent results. 

But a good negative is only part of the 
story. You'll need the fine release proper- 
ties of Type 824—a fine-grain, low-contrast 


release stock—to get the best out of your 
“Superior” 2 negatives. With Type 824, 
you'll turn out prints of perfect low- 
density, low-gamma T'V quality. That way, 
your “Superior” 2 negative gets to the TV 
screen in all its original tonal fullness. 

Try this “Superior” 2—Type 824 team 
on your next TV commercials. Results will 
put a satisfied smile on any client’s face— 
and more of his work in your studio! E. I. 
du Pont de Nemours & Co. (Inc.), Photo 
Products Department, Wilmington 98, 
Delaware. In Canada: Du Pont Company 
of Canada Limited, Montreal. 


DISTRICT OFFICES 


ATLARTIA SG, GA. cceses 805 Peachtree Bidg. 
BOSTON 10, MASS....... 140 Federal Street 
CHICAGO 18, ILL... . .3289 N. California Ave. 
CLEVELAND 14, O. 1033 Union Commerce Bidg. 
DALLAS 7, TEXAS...... 1628 Oak Lawn Ave, 


LOS ANGELES 38, CALIF. 

7051 Santa Monica Bivd. 
NEW YORK 11, N. ¥.....248 West 18th Street 
PHILADELPHIA 2, PA... .225 South 15th Street 
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“ CELLOMATIC 


A REVOLUTIONARY NEW 














MEANS OF ANIMATED 
PROJECTION FOR 
SALES MEETINGS 
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FOLLOWING FIRMS: 


FORD MOTOR COMPANY 
PAN AMERICAN 
PRUDENTIAL 
TEXACO 
WESTINGHOUSE 
NASH-KELVINATOR 
WYETH-PHARMACEUTICAL 
UNITED FRUIT 


HOT POINT THANK YOU! 
KAISER-WILLYS To the Nationaal Visual Presentation 
SYLVANIA Association and the Sales Executives Club, 


DOW CHEMICAL 


NATIONAL ASSOCIATION 
OF MANUFACTURERS 


NATIONAL CASH REGISTER 
SCHLITZ 


OZALALLeee Yt 


our thanks for awarding First Prize in 
the Film Slides-Sales Training Category 
to the Anheuser Busch entry — 

created by CELLOMATIC. 

Write for information today. 


Better yet, See Cellomatic in action at 


MMW nw 9099 


MQAAGGB[G pred wWwF 
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For the finest quality in 


~ 16MM COLOR PRINTS 


Come to Hollywood Film... 
The Leading Film Lab since 1907! 





The OLDEST 16mm Film Laboratory 
is now first with the NEWEST! 


Hollywood Film offers the newest facilities @ Reduction and Contact Printing 
in the 16mm field, with advanced methods ond ’ —— Boveleping ond 

eversal Processing 
special equipment that enable us to offer 


COMPLETE 16mm 
Laboratory Service ... 


@ Releuse Prints in Color or 
quality and service unequalled anywhere. Black-and-White 
Included among our new editing services are @ Kodachrome Duplicating 
zero cuts and variable length dissolves from ‘0 —— a mI te Service 

, @ Free Projection ice 
12 to 96 frames to provide perfect fades and © teen Gittins Gillie an 





dissolves, without cutting the original scene. Storage Vaults 


The Oldest 

Experienced ENTERPRISES, INC. 
16mm Film 6060 SUNSET BOULEVARD 
Laboratory HOLLYWOOD 28, CALIFORNIA 


















Joseph Betzer Joins Account 
Staff at Vogue-Wright Studio 
* Joseph G. Betzer has joined the 
account development staff of Vogue 
Wright Studios, Chicago. Betzer is 
returning to the film field after 
leaving it last year to enter private 
business. In his new position, Betzer 
will assist business and industry 
customers in the development of 
more effective films. 


Betzer has a 14-year background 
in the industry, having aided in the 
planning of films for training, mer- 
chandising and sales promotion. His 
earlier film work received awards 
from the Chicago Federated Adver- 
tising Club and the National Com- 
mittee on Films for Safety. He for- 
merly was associated with Sarra, 
Inc., in Chicago. 


* ae ae 


Koss Directs Mutual-WOR 
Recording Studio Sales 

* Ernest Koss has been named di- 
rector of sales for the Mutual-WOR 
Recording Studios, it was an- 
nounced last month by John B. 
Hayes, manager. 

Koss, who joined the MBS-WOR 
Recording Studios in 1949 was for- 
merly associated with Muzak for a 
period of four years. He came to 
Muzak from the World Broadcast- 
ing System where he was a produc- 
tion executive. In his new post, 
Koss will supervise the sales ac- 
tivities of the recording division. 

The recording studios recently 
have expanded their production fa- 
cilities to take care of the increased 
demands by advertising agencies, 
package producers, service organi- 
zations, slide film producers, educa- 
tional institutions and other organi 
using j 


zations transcriptions and 
recordings. 


+ * ol 


Robbins to Ideal Pictures 

* Richard C. Robbins has been 
named head of the sponsored films 
division of Ideal Pictures, Inc., Chi- 
cago. Formerly with Television Film 
Productions, located at Columbus, 











JOSEPH DICKMAN 








EB Films Shifts Dickman to 
West Coast; Brown to Chicago 
* Two major shifts in personnel 
recently were announced by En- 
cyclopaedia Britannica Films, Inc., 
Wilmette, Ill., by Dennis R. Wil- 
liams, vice-president in charge of 
distribution. 

Joseph Dickman has been ap- 
pointed western regional manager 
and will make his headquarters in 
the company’s preview library at 
5625 Hollywood Blvd., Hollywood, 
Cal. He will be responsible for 
Britannica film operations in Cali- 
fornia, Oregon, Washington, Idaho, 
Montana, Wyoming, Utah, Arizona, 
Colorado and Nevada. 

Taking Dickman’s place in the 
midwest regional spot is Robert P. 
Brown, who has been the company’s 
district manager in Ohio. Brown 
will supervise film distribution in 
North and South Dakota, Nebraska, 
Iowa, Minnesota, Wisconsin, Michi- 
gan, Illinois, Indiana and Ohio. 

& ce * 

RKO-Pathe Filming TV Series 

* RKO-Pathe, Inc., is now filming 
52 programs of the half-hour TV 
show, The Big Idea, at the com- 
pany’ studios in New York. Jay 
Banafield, executive vice-president, 
will serve as producer of the filmed 
series, which demonstrates new in- 
ventions. Donn Bennett Produc- 
tions, Inc., will syndicate the pro- 
gram nationally in September. 





Ohio, Robbins has a 
film production and tv 
sales background. 





* cs * 


Langlois Expands 

Filmusic Facilities 

* Langlois Filmusic, 
Inc., New York, has 
moved offices and edit- 
ing rooms to enlarged 
6th floor facilities at 
619 W. 54th St. Narra- 


tion recording and cut- 


YAmPrPrCOoOPAgnmMIMH 


ting, auditioning rooms, 
sound effects library and 
mixing facilities have 
been added. 
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American-Radiator 
& Standard Sanitary Corp. 


American Telephone 
& Telegraph Co. 


American Tobacco Company 










Andrew Jergens Company 
PETER ELGAR 


PRODUCTIONS, INC. 


18 East 53rd, New York 22, N. Y. 
MU 8-5626 






Brown & Williamson 
Tobacco Corporation 



















Burlington Mills Corp. 
Church World Service 





Colgate-Palmolive Company 
Cudahy Packing Company 
Gulf Oil Corporation 





Lever Bros. Company 
Liggett & Myers Tobacco Co. 
Manchester Oil Ref. Ltd., England 





Nash-Kelvinator Corporation 
Pabst Brewing Company 
Phillips Petroleum Company 





Procter & Gamble Company 


MOTION 
PICTURES 
FOR | 
INDUSTRY 
EDUCATION 
TELEVISION 








Protestant Radio Commission 













Remington Rand, Inc. 
R. J. Reynolds Tobacco Co. 
F & M Schaefer Brewing Co. 






















Sterling Drug, Inc. 





United Coffee Growers of Brazil 





United States Air Force 








United States Army 


United States Brewers 
Foundation, Inc. 


United States 
Department of State 








Wallerstein Company, Inc. 

















You Asked for it— Here it is 











TWIN-SELECTROSLIDE either by remote control or set avto- 
WITH 96 SLIDE CAPACITY | matic controls. 
Here’s an unbelievably versatile | SELECTROSLIDE helps you sell 
automatic slide changing projector | ideas, products, facilities... we will 
using 2x2” slides. (These can be | be glad to send you the name of our 
made from natural color or black- j nearest dealer to demonstrate the 
and-white 35mm film). Here’s projec- } new TWIN-SELECTROSLIDE or ony 
tion as you want it—and need it, with of our other excellent models. Write 
scientific precision and accuracy, ; for illustrated literature. 
! 
= @ Greater 
flexibility 
and efficiency 
. ®@ Can be used 
for Stereo 
Realist or 


Leica Stereo 


@ New control 
unit mounted 
in rear 


@ Endless sound 
adaption 


= is possible 


| verve | 


V 


Spindler & Sauppe ESTABLISHED 1924 


2201 Beverly Blvd, Los Angeles 57, Calif., Phone: DUnkirk 9-1288 














~ OVER 8,000 COPIES»OF BUSINESS SCREEN NOW REACH 
PRINCIPAL U.S. BUSINESS FIRMS, AGENCIES, TRADE 
AND GOVERNMENT GROUPS USING AUDIO-VISUAL MEDIA 











lighting problems? 
















call Jack Frost 





Any time the job calls for extra light- 
ing, tough lighting problems on the set 
or on location anywhere, call on Jack 
Frost, world’s largest supplier of tem- 
porary lighting facilities. 

Our complete equipment and expert 
skills in lighting have been used for 
years on some of the country’s top 
shows, movie sets and TV productions. 









Rental Equipment at low cost. Service 
includes installation and removal all at 
the one low cost. 
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mB JACK A. FROST 
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Department BS 
234 Piquette Ave., Detroit 2, Mich. 











Merging TV and Film Productian 


Du Mont Unveils “Electronicam” TV-Film System 


HE Du Mont “Electronicam” 

TV-film system, unveiled in 
New York last month, is the latest 
development in the search for a 
merging of television and film pro- 
duction. 

Although the principle, per se, is 
not new (BUSINESS SCREEN reported 
somewhat similar systems devised 
by such producers as Larry Gordon 
Productions, Jerry Fairbanks Pro- 
ductions, and RKO-Pathe, Inc., as 
long as five years ago), the Du 
Mont TV-film camera is said to be 
the first to utilize a common lens 
and the first to integrate the entire 
operation of simultaneous television 
and film production into a finished 
and established pattern. 

What This System Promises 

The Du Mont “Electronicam” sys- 
tem, now in experimental operation, 
permits: 

l. A high quality film to be re- 
corded in color or black and white 
from a standard b/w television pro- 
gram while the telecast is in 
progress. This film may be 30 min- 
utes in length. 

2. A 16mm motion picture for 
theatre or tv use to be filmed in color 
or b/w in the time it takes to be 
viewed as a telecast, by using tv 
viewing screens and fast tv shooting 
techniques. 35mm films may be 
available with later models. 

3. The finished quality print to 
be made ready for distribution by 
means of a technique employing an 
“editing master” film as a guide in 
quick preparation of the final film. 

In its present operation, the “Elec- 
tronicam” system incorporates an 
image-orthicon camera head and a 


film camera mounted side-by-side 
on the same base and recording 
with a common lens system. Light 
passing through the common lens is 
split into two parts, one to the film 
and one to the pickup tube of the 
unit’s television section. 
Continuous Control of Focus 

A focus control located on the 
back of the tv camera section has 
been modified so that it controls 
the focus for the common lens sys- 
tem. This permits continuous con- 
trol of focusing during the entire 
shooting sequence. Because both tv 
and film cameras receive light 
through the same lens system, the 
image is sent to both cameras in 
focus. The operator determines the 
focus by looking at the image in 
the television camera’s 
view finder. 

The “Electronicam” system func- 
tions with either of two basic types 
of pickup units. One type permits 
simultaneous broadcasting of stand- 
ard quality live monochrome tele- 
vision signal while the high quality 
motion picture film of the identical 
scene is recorded in color or black 
and white. The other type of pickup 
unit permits either a color or b/w 
movie film to be recorded or a 
standard live monochrome signal to 
be broadcast. Use of this second 
unit in motion picture production 
provides such tv studio advantages 
as rapid, less expensive shooting 
and the use of monitors to control 
action, it is claimed. 

In addition to the high quality 
film being shot, an “editing master” 
is produced by the “Electronicam” 
(CONTINUED ON PAGE 28) 


electronic 


Du Mont “‘Electronicam” System shown below at work on combined 
televising and of typical television program, “Captain Video.” 
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True Focus 


A) At room temperature, Sylvania pre- 
focused filament assembly is positioned 
for perfect alignment. 


8] At operating temperatures, filament ex- 
pands slightly—but special straight-line 
construction keeps filament in exact 
position for perfect beam alignment. No 
loose elements to ride out of position or 
warp during heating and cooling. 


Another reason why 


SVLVANIA PROJECTION LAMPS 
are your best buy 


Here’s another good reason why you get supe- 
rior screenings with Sylvania projection lamps 
-—Sylvania’s straight-line bridge construction. 

With this special beam-positioning feature, 
Sylvania lamps focus light directly on reflector. 

ight center won't drift or change focus dur- 
ing a screening—won't waste its power by 
spilling light out around reflector. 

Sylvania’s straight-line bridge construction 


is another of the important extras that make 
Sylvania projection lamps your best buy. And, 
remember, Sylvania projection lamps also offer 
fused lead-in wires, all-around glass inspec- 
tion, and color-correction for true screenings. 
SyLvANiA Evectrric Propucts INc., 
1740 Broadway, New York 19, N. Y. 
In Canada: Sylvania Electric (Canada) Ltd., 
University Tower Building, Montreal 


it’s “the Projection Lamp with the Shock Absorber" 


vy syY LVAN 1A®. -- fastest growing name in sight 


TELEVISION ° ATOMIC ENERGY 


OVER 8,000 BUSINESS, GOVERNMENT AND TELEVISION 


FILM USERS NOW READ BUSINESS SCREEN EACH MONTH 





No need to darken the room when 
you use this brilliant big screen 
Craig Movie Viewer. Ideal for 
viewing or editing motion pictures 
or TV films. Easily set up with 
Craig or other standard rewind- 
ing equipment. Craig complete 
editing equipment is made in two 
models: 

CRAIG PROJECTO-EDITOR—Portable 
motion picture viewer and editing 
outfit weighing 101% pounds. Con- 
sists of Craig Viewer illustrated 





CRAIG BIG SCREEN MOVIE VIEWER 





Write for illustrated literature, KALART, PLAINVILLE, CONN. DEPT. BS-6 





* Large (31%, x 41/, in.) hooded screen 
* Flat field projection lens and 
ground & polished condenser lens 


* Rotating optical prism shutter 


| 

* Stainless steel film guide | 
* Left to right film travel | 
| 


* Automatic lamp switch 
* Built-in frame marker 
* Focusing and framing adjustments 


* 75 watt projection lamp 


449.50 for 16 mm. or 8 mm. model | 


above, Take-up and Rewind Reel 
Spindles, Craig Master Splicer, 
Craig #7 Film Cement, and Carry- 
ing Case. 16 mm. or 8 mm. model, 
$79.50 complete. 

CRAIG PROFESSIONAL EDITING 
EQUIPMENT -— Consists of Craig 
Viewer, Craig Master Rewinds 
which accept 2000 foot reels, Craig 
Master Splicer, hardwood mount- 
ing board, and Craig Formula #7 
Film Cement. 16 mm. model only, 
$79.50 complete. 
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DuMONT ELECTRONICAM: 


(CONTINUED FROM PAGE 26) 


system in the form of a teletran- 
scription film or kinescope which 
serves as a guide for assembly of 
the final film product. This editing 
master — or workprint— is made 
by exposing a film to the pictures 
appearing on the face of a cathode- 
ray tube which is reproducing the 
electronically-edited program. The 
editing master immediately shows 
which camera’s footage was chosen 
by the director during the shooting 
and records the wipes, fades, dis- 
solves, scene shifts, and other effects 
which appeared on the monitor. 


Negatives Are Synchronized 

A special editing device locks the 
several negatives from the “Elec- 
tronicam™ system in synchroniza- 
tion with the editing master so that 
all can be run off slowly and in- 
spected together. The guide can be 
lined up with the high definition 
negatives to determine where the 
special effects, which appear on the 
editing master, should be indicated 
on the high definition negs — so 
they may be added during process- 
ing of the final film. 

The advantages of the Du Mont 
system for television and the mo- 
tion picture industry were summar- 
ized by James L. Caddigan, director 
of programming and production for 
the Du Mont Television Network. 


Quality Standards Defined 

The system, he said, delivers live 
television pictures of quality identi- 
cal with that of current tv standards 
and simultaneously provides a 
movie film of quality to that of 
standard motion picture film. The 
system allows a half-hour film to be 
shot in exactly that time in contrast 
to current methods in which a half- 
hour film takes several days to 
several weeks to shoot. The com- 
pleted film can be made ready in a 
matter of hours instead of days, 


Wisconsin’s A-V Institute 

* “Better understanding of audio- 
visual techniques in the classroom 
and community” is the theme of the 
12th annual Audio-Visual Educa- 
tion Institute which begins a three- 
day program on the University of 
Wisconsin campus at Madison on 
July 19. 

More than 300 teachers, school 
administrators, audio-visual direc- 
tors and members of the Wisconsin 
Department of Audio-Visual In- 
struction, an adjunct of the Wis- 
consin Education Association, will 
attend the meeting. The institute is 
sponsored by the UW Extension 
Division’s Bureau of Audio-Visual 
Instruction in cooperation with 
WDAVI. 

Seerley Reid, chief of visual edu- 
cation in the U.S. Office of Educa- 
tion, will address the conference on 
July 20, at 1 p.m. On July 21 the 
institute members will hear a talk 
on community use of educational 
films by Maurice B. Mitchell, presi- 
dent of Encyclopaedia Britiannica 
Films, Inc., Wilmette, Ill. 

* * 
3,000 U.S. Government Films 
Described in UWF Catalog 
* Some 3,000 motion pictures and 
slidefilms produced under the aus- 
pices of the departments and agen- 
cies of the United States government 
are listed and described in the 1955 
U.S. Government Catalog published 
by United World Films, Inc., New 
York. The 16mm movies and 35mm 
slidefilms are available for purchase 
from United World Films. 

This is the 15th consecutive year 
that UWF and its predecessor com- 
pany has been awarded the contract 
for the sales distribution of U.S. 
government visual materials. The 
films are designed for use in schools 
and industry. Further information 
may be obtained by writing to Ed- 
ward C. Riley, Manager, Govern- 
ment Films Dept., United World 
Films, 1445 Park Ave., New York 
29, New York. La’ 





Caddigan pointed out. 
Those attending the 
initial demonstration in 
New York saw two 
movies. One in color and 
b/w, demonstrated the 
quality the system is 
capable of producing. 
The other explained the 
system’s operation. 
Plans are under way 
to explore possibilities 
of selling or leasing the 
“Electronicam” system 
to producers, agencies or 
tv stations but no de 
cisions have been made 
and no prices have been 


established. Ng 
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>. 
>. 
. 


. 
. 


films 


of distinction 


SAM ORLEANS PRODUCTIONS 
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Theatre-Quality Sound and Pictures on Giant Screens 


with 16mm FILMS! 


RCA’s two professional arc projectors—10 and 
30 amps.—are truly portable machines that enable 
you to put on an impressive, “big time” show, 
indoors or out, with 16mm film. On screens up 
to 20 ft. wide your pictures will have exceptional 
brilliance. The 25-watt amplifier is especially 
designed for 16mm reproduction of speech and 
music at high level. RCA’s dependable mechanism 
and “thread-easy” film path enable any operator 
to quickly put on your show before large audiences 





® 
AUDIO-VISUAL PRODUCTS 
RADIO CORPORATION 


ef AMERICA 
ENGINEERING PRODUCTS DIVISION + CAMDEN, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


NUMBER 4 * VOLUME 16 * 1955 


... Special reels and 10 amp. carbons can carry 
a full two-hour program without changing. 





For further information on the Porto-Arc and the 
complete RCA line of 16mm projectors, mail 
coupon today. 


Radio Corporation of America 
Dept. SC-25, Building 15-1, Camden, New Jersey 


Please send me complete information on the RCA line of 400 
and Porto-Arc 16mm Projectors. 
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PROMOTION! 





Only thru the development of 
ability in your employees will they 
become more valuable to you. 
Much depends upon your super- 
visors. 





How well do they delegate author. 
ity? 


How well do they prepare em- 





ployees for promotion? 


The answers to these questions 
spell out how well your supervisors 
are developing people in your 
organization. 


Show your supervisors how to do 
this job with: 

“PROMOTIONS, 
TRANSFERS AND TRAINING 
FOR RESPONSIBILITY” 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 

includes: 
@ “THE SUPERVISOR'S JOB" 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “SUPERVISOR AS A 
REPRESENTATIVE OF 
MANAGEMENT" 


@® “INDUCTION AND JOB 
INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


®@ “PROMOTING 
COOPERATION” 


You may obtain a preview 
without obligation. 
Write Dept. S for details. 


Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 














| National Audio-Visual Convention 





Announce Chairmen of Major Sections for 1955 Program 


* Chairmen of the six major sec- 
tions in the 1955 National Audio- 
Visual Association convention pro- 
gram have been announced by Alan 
B. Twyman of Twyman Films, Day- 
ton, Ohio, head of the association’s 
The chair- 


men and their sections are: 


convention committee. 

W. H. Utz, sales manager, Coast 
Visual Education Company, Holly- 
wood—Selling to Schools; P. Ray 
Swank, president, Swank Motion 
Pictures, St. Louis, Mo.—Entertain- 
ment Films; E. F. Burke, Burke’s 
Motion Picture Service, South Bend, 
Ind.— Business Management; P. H. 
Jaffarian, manager, Audio-Visual 
Center, Seattle, Wash. — Your Re- 
Market; Ainslie R. Davis, 
president, Davis Audio-Visual Com- 
pany, Denver, Colo. — Advertising 
& Sales Robert P. 
Abrams, vice-president, general 
mgr., Williams, Brown & Earle, 
Inc., Philadelphia, Penn. — Selling 


ligious 


Promotion: 


& Serving Industry. 


A Visualized Convention 


Held at the Hotel Sherman, Chi- 
cago, July 22-27, this year’s NAVA 
convention will feature a “visual- 
ized” program. Separate panels and 
small-group sessions are not being 
scheduled. During each of the one- 
hour programs a group of five or 
six topics will be presented by au- 
thorities. These presentations, about 
10 minutes in length, will be visual- 
ized by overhead transparencies, 
other visual media. 
Members will be seated at desks and 


slides, and 
special notebooks will be provided. 

“In this year’s NAVA program 
we are trying to practice what we 
preach by making extensive use of 
audio-visual materials,’ Twyman 
said. “We are trying to present the 
constructive and down-to-earth busi- 
ness information which NAVA mem- 
bers need in order to furnish con- 
tinually better service to their clients 


\-V users,” he added. 


and 


Name Scholarship Winners 
Names of 16 NAVA members 


who won scholarships to the 1955 
National Institute for Audio-Visual 
Selling at Indiana University have 
been announced by Dr. K. C. Rugg 
of the university's audio-visual cen- 
ter. The winners included: 

Jack Florida Audio- 
Visual Service, Tampa, who was 
highest with 18 correct 
answers; Peter Allinger, Viewsound 
Supplies, Vancouver, B.C.; Gordon 
Gore, Jr., and L. H. Sanborn, Mc- 


Curry Foto Company, Sacramento, 


Freeman, 


scorer 





Cal.; Harold Guzofsky, Colorado 
Visual Aids Supply Co., Denver; 
M. N. Hillyer, Hoover Brothers, 
Inc., Temple, Texas; Van Hinkle, 
Audio-Visual Supply Company, 
Portland, Ore.; E. H. Johnson, 
Snap Shop, Inc., Knoxville, Tenn. 

Miss Bobbie Kendall, Wilfong & 
Kendall School Supply, Hickory, 
N.C.; Lloyd A. Hutchins, Herschel 
Smith Company, Jackson, Miss.; 
Martin Mendro, Midwest Visual 
Equipment Company, Chicago; 
Herbert Smolinsky, Photo Service, 
Inc., Des Plaines, Ill.; Charles 
Stamps, Ty Sidener Company, Oak- 
land, Cal.; Edward Taylor, Taylor 
Films, Huron, S.D.; Albert Thom- 
son, Jr., Calhoun Company, Atlanta, 
Ga.; and Eben Webber, Headlight 
Film Service, South Portland, 
Maine. > 


os we 


16mm Equipment, Film Stock 
Shows Export Rise in 1954 


*A total of 7,616 sixteen milli- 
meter sound projectors, valued at 
$2,467,623, were exported from the 
United States during 1954, accord- 
ing to tallies announced by the 
Business and Defense Service Ad- 
ministration, U.S. Department of 
Commerce. 


Sixteen millimeter film and equip- 
ment export figured sub- 
stantially in the over-all export 
inventory of nontheatrical and 
theatrical products which amounted 
to $39,082,772, a gain of about 33 
percent over 1953. 


totals 


Export of 1,796 16mm silent pro- 
jectors, valued at $177,482, was re- 
ported. There were 4,793 16mm 
cameras, valued at $597,249, sent 
abroad. 

Of 16mm motion picture positive 
rawstock film exported in 1954 
there was 76,674,504 linear feet, 
valued at $675,866. Of l6mm raw 
negative film exported there was 
73,167,288 linear feet, valued at 
$1,852,552. Of exported 16mm ex- 
posed or developed motion picture 
feature films there was a total for 
negative features of 2,877,588 linear 
feet, valued at $143,660 and a total 
for positive features of 31,530,761 
linear feet, valued at $942,782. 

Exports of all types of mo- 
tion picture equipment, including 
cameras, projection equipment, 
sound and studio equipment, during 
1954 were valued at $14,470,800, 
about 23 percent higher than 1953. 


BUYERS READ BUSINESS SCREEN 
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IT'S NOT LIKE 
HORSESHOES ... 


No, indeed, it’s not like horse- 
shoes, because in sales work 
close ones don't count. 


Only CLOSED ones ring up 
sales, and commissions, and 
over-rides, and promotions. 


Closing a sale isn't a hit and 
miss proposition. It requires 
definite techniques. 


A knowledge of these tech- 
niques, and knowing how to use 
them, will help your salesmen 
to close more — instead of 
merely coming close... 


Show them how to close with: 


“CLOSE ISN’T CLOSED” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 


Write for details. 
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Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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“Change-O- Matic 
changer accommodates paper, glass, rn 
metal, or tape slides intermixed. FL, 


EVERY 





V-2€ ~ ¥-22€ - ¥-25C ‘ 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds, V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 
lenses. 


‘ VIEWMATIC 


Automatic slide 


PROJECTOR IS . {AY 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16” 
—two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9 detachable speaker 
for 500-watt projector. 
























Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
temote control push-button 
er automatic timer. Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 
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| matter which you USC eco 
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For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5° and 7" focal- 
length lenses available. 


V-4S — V-44$ ; 


35-01 
LONG 


Hi-Fi sound and picture. 
Easy to record. Easy to edit. 
Fast wind and rewind. | full 
hour on every 5" reel. Per- 
fect for schools, churches 
and industry. Accommo- 
dates any Viewlex Projector. 


STRIP-0-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors [il- 
lustrated here with V-25C). 


Write Dept. B-5 for literature and the name of your nearest franchised Viewlex Dealer. 
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It Sells— 
On Sight 


THE COMPLETELY 
DEPENDABLE SALESMAN 
SELLING YOUR PRODUCT— 
YOUR STORY—ENDLESSLY — 
WITHOUT SUPERVISION 7 


@ Self-contained speaker 
@ 800-foot continuous film reel 


Direct sales are easier . . . promotion more potent . . . training work 
simpler . . . operating costs dramatically lower with the Busch CINE- 
SALESMAN 16mm continuous movie projector on your staff. Hundreds 
of CINESALESMAN projectors are now selling for scores of national 
concerns everywhere. Look for the CINESALESMAN, it’s sure to catch 
your eye and ear at conventions, sales presentations, displays, point of 
sale locations, trade shows . . . in fact, anywhere and everywhere that 
sound and motion are combined for more effective, potent sales impact. 
Color or black and white, sound or silent, any 16mm film works al- 
ways in the CINESALESMAN .. . and the Busch CINESALESMAN 
always works for you! 





Performs in 
lighted room 


@ Self-contained screen 
@ Pre-threaded film 





BUSCH FILM & EQUIPMENT COMPANY 


212 South Hamilton Street 


Saginaw, Michigan 
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announcing 
Two New Sales Training 
Sound Slidefilms 








Ger More 
Selling Geconds 


LéTS BE 


From Your 
Working 
Day 











covering 

* Personal Habits 
Self Improvement 
@ Sales Attitudes 

e Customer Relations 


covering 

Planning Time 
Organizing Presentation 
Use of Sales Tools 

Use of Spare Time 


These 10-minute sound slidefilms contain the ideas of over 
20 leading sales managers familiar with today’s selling 
»roblems. Films, complete with meeting guides for stimu- 
ines group discussion, $40 each. Both for $75. 


(Specify for bell or automatic 30-50) 


Order today or write . . . 


Henning and Cheadle, Inc. 
1060 West Fort St., Detroit 26, Mich. 
CHICAGO ° DETROIT . LANSING 
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JOHN P. BUCHAN 





Buchan, Preston, Latter Named 
Bell & Howell Co. Officers 


* Election of three officers to new 
positions at the Bell & Howell Com- 
pany was announced in June by 
Charles H. Percy, president. 

John P. Buchan, controller, has 
been elected treasurer. Charles K. 
Preston, Jr., formerly assistant 
secretary, was elected secretary of 
the company. John N. Latter was 
promoted from assistant controller 
to controller. 

Scott Harrod, former secretary- 
treasurer, resigned to become vice- 
president of finance of Ditto In- 
corporated, Chicago. 

Buchan came to Bell & Howell as 
a supervisor in the budget depart- 
ment in 1946. He was made assist- 





JOHN N. LATTER 


ant to the controller in 1948 and 
elected controller this year. 
Preston joined the public rela- 
tions department of B & H in 1949, 
He was appointed director of public 
relations and administrative assist- 
ant to the president in 1950 and be- 
came assistant secretary last year. 
As corporate secretary, he will con- 





CHARLES K. PRESTON, JR. 


tinue to be responsible for the com- 
pany’s public relations program and 
legal activities. 

Latter started in the budget de- 
partment in 1943. He was appointed 
budget supervisor in 1950, assistant 
to the controller in 1952 and was 
elected assistant controller in 1955. 


w * * 


Coronet Names Ad Manager 
®* John Clark Kimball has been an- 
nounced as head of the advertising 
and promotion department of Coro- 
net Films, Chicago. 

Kimball comes to Coronet with a 
broad background of journalism 
and advertising experience. He 
served two years with the United 
States Foreign Service in Indonesia. 

~ ae * 
Lee Foley to Kling Studios 
® Lee Foley, former theatrical di- 
rector, actor and producer, has 
joined Kling Film Productions as 
visual coordinator. Foley is best 
known as a little theatre director. 
He has directed theatre groups in 
the Chicago area, Los Angeles, San 
Francisco and Seattle. 
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EE MENT, INC. 





FOR THA ATCA IMPRESSION - I's 
PAN=SCREEN 


The Wide-Screen Panoramic Filmstrip Show with 
Optional Stereophonic Sound! 
YOU CAN RENT OR BUY! 








*Patent Applied For 
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ONE-STOP SOURCE for FILM PRODUCTION EQUIPT. 





§.0.5. has YOUR BEST DEAL 


The ALL NEW 
“AURICON PRO-600" 


for 16mm Optical Sound -On-Film 











“Auricon Pro-600" with Lens 
Blimping Hood, Auto Parallax 
Finder with Magazine, Tripod 















“Auricon Pro-600" with Critical 
Ground-Glass Focusing, 3-Lens Turret 





SPECIAL OFFER to 
AURICON-PRO 
OWNERS 


$.0.S. will accept your old camera 
as a trade-in for the “ALL WEW 
Auricon Pro-600". Time Payments, Too! 











§.0.8. CINEMA SUPPLY CORP. 


Professional 
Picture Camera with 
Built-in Features 







“Auricon Pro-600" with Single- 
Lens “C” Mount, Tele-Finder 
Objective, View Finder, Magazine 


* Self-blimped for completely 
quiet studio operation. The si- 
lent film flow of The “Auricon 
Pro-600" is proof of precision 
design. Your sound-recording 
microphone never picks up 
“Pro-600" Camera noise! 


* 600 ft. film Magazines with 
Auricon-Electromatic Take-up, 
for 16 minutes of continuous 
“Talking-Picture” filming. 


* Synchronous Motor Drive for 
“Single-System” or ‘‘Double- 
System” Recording. 


* Available at added cost is 
“Single-System” equipment for 
Optical Sound-Track-On-Film. 


* Sold with 30 day. money- 
back guarantee, you must be 
satisfied! 


PRICES START AT $1165 


Write for free illustrated 
“Auricon Pro-600” literature 
and price schedule. 
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us. PAT. OFF 


Economy tu 4euimation 


TEL-Animastand 


A professional Animation Stand with accuracy guaran- 
teed by Acme Peg Bar registration. Includes all basic 
movements — does everything the animator needs. En- 
gineered to meet the most limited budget. 


TEL-Animaprint 


The first sensibly priced Hot Press Title Machine for 
high quality, fast lettering. Prints dry from colored foil 
for instant use. Acme pegs give perfect registration on 
paper or acetate cells. 


REG 


For MOTION PICTURE PRODUCERS, ANIMATORS, TY STATIONS, 
SPECIAL EFFECTS LABORATORIES, ADVERTISING AGENCIES, etc. 










TEL-ANIMA tools for Top Techniques. 
Greatest dollar for dollar value in the in- 


dustry e Write for brochure. 12” to 4” Field Widths. 


Moves E-W, N-S. 
64” high 
\, 47” wide 
43'2" deep 
For Perfect Titles. 
Prints All Colors. } PRICED FROM 
25” high 
14” wide 
18%" deep 
PRICED FROM 


395 


MANUFACTURED AND DISTRIBUTED EXCLUSIVELY BY S.O.S. 


ag Department . Slow of f th Whotion ‘ctu Gndustry 


Dept.H, 602 WEST 52nd STREET, NEW YORK 19, N.Y 
Phone: Plaza 7-0440 Cable: SOSOUND 
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Your public relations story on c] LM 
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ney : 
Miodern gets it there! 


For your film, use the specialized services 
of the only national network exclusively 


devoted to distribution of sponsored films 


Motion pictures have the power to deliver a public relations story in 

a way insuring that your message is fully understood and retained. 
The attainable impact of the movie coupled with the fact that you get 
an actual count of the number of people seeing it means that you 

are using a medium which enables you to report specific results to your 
board of directors. 


Distribution of sponsored public relations films via television, theatres, 
and 16mm audiences is the job that is being done by Modern for 
hundreds of leading business concerns and trade associations. Just as 
you call on the services of a qualified producer for the production of 
your film, you should also call on the services of a qualified distributor 
to make certain that your motion picture reaches the screen in front 

of the people who are important to you. 





If you have a film program or are planning one, you owe it to yourself 
to find out what Modern can do to help you. Call us or write any of 
the offices listed below. 








NEW YORK JUdson 6-3830 
45 Rockefeller Plaza, New York 20, N. Y. 


CHICAGO DElaware 7-3252 
140 E. Ontario Street, Chicago 11, III. 











DETROIT TEmple 2-4211 
956 Maccabees Building, Detroit 2, Mich. 








LOS ANGELES MAdison 9-2121 
612 S. Flower Street, Los Angeles 17, Cal. 


Natonuride service from Modern fin bras n 28 umportant ates — 






ATLANTA CHARLOTTE DALLAS Houston MEMPHIS New York St. Louis 

Boston CHICAGO DENVER INDIANAPOLIS MILWAUKEE OMAHA SAN FRANCISCO 
BUFFALO CINCINNATI DETROIT KANSAS City MINNEAPOLIS PHILADELPHIA SEATTLE 

Cevar Rapips CLEVELAND Harrissurc Los ANCELES New ORLEANS PITTSBURGH WasnincTon, D. C. 
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1£ PeaceTiMe Uses of atomic 
gases are being demonstrated 

visually in 75 countries through- 
out the world through the medium 
of 16mm sound motion pictures. 
This basic segment of U.S. foreign 
policy in regard to the atom is be- 
ing facilitated through the use of 
two groups of six films each on 
various phases of atomic science 
and power. 

The films are being distributed 
abroad through the United States 
Information Agency and one of 
them, Atomic Power for Peace, a 
film on President Eisenhower's pro- 
posal for international cooperation 
in developing atomic power for 
peaceful purposes, has been trans- 
lated into 38 languages. 


Films Produced and Acquired 

One of the groups of six films 
incudes those that have been made 
specifically for use in the overseas 
program by American producers 
under contract to the U.S. Informa- 
tion Agency. 

The other group of six tifles in- 
cludes pictures which have been 
produced and are owned by private 
companies. For this group, the 
Agency has contracted for rights 
to translate the films into languages 
and to use them in the overseas 
information program. Three of the 
pictures in this latter group, Atom 
and Agriculture, Atom and the 
Doctor and Atom and Industry were 
produced by Encyclopaedia Britan- 
nica Films. The prize-winning Gen- 
eral Electric-sponsored film A Is for 
Atom (produced by John Suther- 
land Productions) is another of 
this privately-owned group. 

Two other pictures Atom and 
Biological Science, produced by 
Handel Film Corporation and a 
foreign-made picture Atomic Medi- 
cine in Brazil, produced by Cine 
Films Ltda of Brazil round out this 
part of the program. 


“Atoms for Peace’’ Series 

The films created for the USIA 
include a three-part series “Atoms 
for Peace” with the following titles: 
Introducing the Atom; Medicine; 
and Agriculture, Industry and 
Power. Each of these are 20-minute 
pictures. 

Atoms for the Benefit of Man- 
kind, which pictures the U.S. atomic 
energy exhibit at the Sao Paulo 
(Brazil) World’s Fair of 1954, 
stresses the potential of atomic 
energy in terms of Latin American 
health and economies. 

Worldwide exhibition of these 
useful pictures on the most impor- 
tant subject in modern world his- 
tory is already proceeding on a 
large scale basis; some of the films, 
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RIGHT off the REEL 


The U.S. “Atoms for Peace” Program Utilizes the Film; 
Notes and Comment for a Feature on Film Distribution 


such as the one on the President's 
proposal for international coopera- 
tion, have been shown through 
theatres im many countries as well 
as through schools, colleges, civic 
and religious agencies and organiza- 
tions. 

We salute the U. S. Information 
Agency and all who are taking part 
in this very significant educational 
effort. It is also a commendable re- 
flection on the potential of the audio- 
visual medium for overseas infor- 
mational use. 


The Story of Film Distribution 
Rates High Editorial Priority 
* Because sponsored film produc- 
tion is so vitally concerned with 
the end-use of all that is created, 


the Editors of Business SCREEN 
constantly re-examine progress in 
distribution methods and facilities, 
both in the U. S. and abroad. A 
strong indication of the new po- 
tential for business films in the 
Western European “productivity” 
countries was given in two recent 
past issues; we turn again to the 
enormous audience potential of the 
U.S. scene in an important new 
series scheduled to begin in the next 
issue. 

It is very clear that film distri- 
bution begins right at home for most 
sponsors. The best uses of films for 
employee and shareholder show- 
ings (for example the Crane film 
on the following pages) are of im- 
mediate value. The successes and 





General Electric Films 


*A highlight of the recent Edison 
Electric Institute, held in Los An- 
geles, figures as the topic of a new 
12-minute sound and color promo- 
tional film to be released by the 
General Electric Company through 
all its regular outlets. 

The prestige picture is a newsreel 
of the presentation of the annual 
Charles A. Coffin Award to W. W. 
Lynch, president of the Texas Power 
and Light Company, whose organi- 
zation was named winner of the 
honor in recognition of its develop- 
ment of the use of lignite as a com- 


Coffin Award Ceremony 


petitive fuel for power production. 

Appearing in the film with Lynch 
are Harold A. Quinton, president of 
the Southern California Edison 
Company and the Edison Electric 
Institute and Philip D. Reed, chair- 
man of the board of General Elec- 
tric. 

In the ceremonies filmed by Ra- 
phael G. Wolff Studios, Inc., Lynch 
received a gold medal award, a cer- 
tificate and a check for the Texas 
company’s employees benefit asso- 
ciation. The award honors General 
Electric’s first president. bd 


Below: Philip D. Reed, chairman of the board of General Electric, presents his 
company’s annual Coffin Award (the electric industry's highest honor) to W. W. 
Lynch (in dark suit) president of the Texas Power & Light Co., during enactment 
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This month’s cover honors the Crane 
Company’s centennial program and 
recent film (see next page). The 
Santa Fe film program is another 
featured piece of the current month 
(see pages 40-41). 





failures noted in this primary phase 
are being analyzed. 

From direct reports of many 
active film sponsors, the Editors are 
also re-checking the past year’s per- 
formances and _ audience totals 
reached. Over 100 large and small 
companies are being analyzed in 
this experience check of film activ- 
ity. Countless other special reports 
of unique distribution methods; 
new kinds of audiences and key 
promotional ideas are to be includ- 
ed. Costs per-person-reached are, as 
ever, a most significant factor. 


Both Voice and Music Can Be 
Created by Electronic Science 


* Rumors about RCA’s “music syn- 
thesizer’ should be of special in- 
terest to Mr. Petrillo, boss of musi- 
cians union and to the officers of 
the Screen Actors Guild. 

Can the tv commercial of the 
future be “manufactured” by elec- 
tronics? RCA’s musical synthesizer 
can produce remarkably life-like in- 
strumental or vocal music. It can 
also make brand new sounds going 
far beyond the limits of musical in- 
struments in use today. The experi- 
mental model demonstrated by RCA 
cost only $25,000 to build. 

That’s about the cost of royalties 
for repeat performances of a quartet 
doing singing commercials at pres- 
ent SAG rates. Who’s gonna stop 
progress at these prices? 


Of Schools and Visual Education 
* The tremendous surge in new 
school construction is not without 
problems for the advocates of class- 
room programs for audio-visual 


-utilization. Those wide expanses of 


glass are the main problem: it can 
be met by data on available room 
darkening methods, 4 
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rane Lelebrates Centennial 


Nationwide Employee and Dealer Families See History in “The Second Hundred Years” 


N Tus JuLy Fourtu, 1955, 
O the Crane Company and its 
20,000 employees mark the com- 
pany's turning point in history 
the end of a first century of progress 
and the beginning of a second hun- 
dred years. It is these momentuous 
days of an historic era in passing 
and prospects of the fascinating 
years ahead that make the Crane 
Centennial program an unusual and 
dramatic event. 

The history of Crane is coinciden- 
tal to the development of the mod- 
ern American industrial system . . . 
an internationally known producer 
of kitchen and bathroom fixtures, 
the Crane Company of today has 
far-flung interests in the heating 
field, in atomic energy power devel- 
opment, titanium production and jet 
plane equipment. The Crane story 
is appropriately summed up in the 
title of a new Centennial book titled 
“Everything and the Kitchen Sink.” 


New Film for the Centennial 

The Crane Centennial program, 
several years in the planning stages, 
includes a 27-minute color motion 
picture The Second Hundred Years. 


The new picture, produced by Wild- 





Dad showed “the works” to his son 
at the Crane Centennial party . . . 


ing Picture Productions, Inc., plays 
a significant role in the nationwide 
observance of the company’s 100th 
birthday. Showings to employee 
groups, which began in June, 
brought the full meaning of the his- 
toric background, in which Richard 
Teller Crane founded his little busi- 
ness back in 1855, to these workers 
and their families. 

The vision of tomorrow and the 
uphill struggle of those early dec- 
ades are merged in the skein of the 
Centennial picture. Through the 
eyes of a jet pilot who steps back 
“into history” the audience meets 
young R. T. Crane, the foundryman 
of 1855. The first product made in 
that crude plant was a lightning rod 


tip . . . as the nation grew so did 


CENTENNIAL PARTY PICTURES BY McSHANE STUDIOS 


Crane employees and members of their families enjoyed a look at the plant, 
interesting exhibits and the film premiere at the Centennial gatherings . . . 


Business Screen Goes 
to a Crane Centennial 
Film Premiere 


the multitude of operations and 
products made by Crane. 


Unites a Nationwide Family 


The Crane Company of today in- 
cludes the plants in Chicago, the 
Chattanooga Division, Cramet, Tren- 
ton Potteries, Hydro-Aire (which 
makes special equipment for air- 
craft), and dealer branches here and 
abroad. As Fortune once said: 
“You can’t run a railroad or build 
a dam, operate a paper mill or lay 
a sewer, dig an oil well or heat a 
hospital, or launch a battleship, or 
even take a shower without using 
one or more of the 30,000 products 
that are made by the Crane Co. 


Bringing the myriad of workers 
and dealers and their families to- 
gether is one mission of The Second 





Refreshment tables were well patron- 
ized during the premieres. 


Hundred Years. Its task is back- 
grounded by the long months of 
careful preparation and research 
which preceded the actual produc- 
tion of the film. Script writer Jim 
Prindle wrote this story from field 
experience .. . it was cast and pro- 
duced with utmost skill by the peo- 
ple of Wilding. 


Professionals Play Key Roles 


Portraying founder R. T. Crane 
was the difficult role assigned to 
actor Glenn Langan. He fit the speci- 
























fications down to eye coloring, tone 
of voice and physical resemblance. 
Another Hollywood actor, John 
Goddard, plays the young jet pilot. 

Location scenes were shot in color 
at Crane plants noted and, in the 
Chicago studios of Wilding, the first 
Crane plant, an 1855 living room 
and bedroom and the office of Mr. 
Crane as it was in 1871 were repro- 


in 1954. These were Choosing the 
Right Valve, The Packless Dia- 
phragm Valve, and Corrosion-Re- 
sistant Alloy Valves. 

Crane Company film distribution 
is expedited by the services of Mod- 
ern Talking Picture Service, Inc. 
Modern exchanges throughout the 
country will also handle public and 
television release of The Second 





Actor Glenn Langan, playing the lead role of founder R. T. Crane, looks very 
much the foundryman of 1855 as he holds a lightning rod pattern. 


duced in accurate detail. Plans and 
equipment for the first Crane plant 
of 1855 were available from a 75th 
anniversary replica and greatly sim- 
plified that difficult reproduction. 


Eighth Film in Library 


The Second Hundred Years is ac- 
tually the eighth picture in the Crane 
Company’s growing film library. 
Flow, an industrial picture produced 
back in 1939, was joined by The 
Making of American Homes, a 
plumbing and heating film, in 1940. 
Both have been discontinued. 

Piping Pointers and Life Lines of 
Industry, both industrial themes, 
emerged in the early 40’s and The 
Next Step, another plumbing and 
heating film, joined the library in 
1948. In 1952, The Very Idea was 
produced for plumbing and heating 
clients and three more pictures serv- 
ing industrial needs were produced 





Hundred Years shortly when com- 
pany showings are expected to be 
completed. 


Birthday Parties for Families 


The first employee showings of 
the Centennial program were held 
in specially-decorated facilities of 
the company’s new Administration 
Building just being completed in the 
Works area on Chicago’s Southwest 
side and in the Eighth Street Thea- 
tre, convenient to the Michigan Ave- 
nue office building the company now 
occupies. 


The plant premieres were gala, 
light-hearted affairs and were ex- 
tremely well-attended in the evening 
hours by workers and practically all 
available members of their families, 
down to little tots. A look at Pop’s 


place of work, refreshments and a 
good movie were the attractions 
which “filled the hall” at all show- 
ings. Well-designed exhibits and gay 
bunting made an attractive setting 
out of the huge area. 

By the time these showings have 
been completed, more than a hun- 
dred thousand persons will have 
seen the picture. Other millions will 
view the Centennial story on tele- 
vision and via thousands of 16mm 
showings through clubs, churches, 
schools and organizations of all 
types throughout the U. S. 


Book and Film Complementary 


The Crane Centennial book “Ev- 
erything and the Kitchen Sink” and 
the Centennial motion picture com- 
plement each other. The picture is 
almost entirely about the Crane 
Company, including its history, its 
products and its production tech- 
niques, all used to illustrate the 
theme of industrial progress as re- 
lated to better living. The book has 
the same elements in opposite em- 
phasis—the history, the products, 
the production techniques of all of 
industry with incidental reference to 
Crane Co. 


© 
- 
. 
> 
- 
- 
+ 
7 


a 





By 1871, R. T. Crane was the occu- 
pant of this handsome office . . . 


An earlier article in ForTUNE 
sums up this American enterprise 
for John Q. Public’s benefit: 


Products Are Fundamental 


“You may not even be aware of 
your dependence on those products 
(Crane valves and fittings) for the 
products that Crane makes are so 
fundamental to this era of mechan- 
ics that you are more than likely to 


The youngsters and old-timers alike enjoyed the holiday atmosphere of the 
Chicago Works’ premiere of “The Second Hundred Years.” 
































A jet pilot of today (left chove) steps 
back into history for a scene in the 
new Crane Centennial picture. 


take them for granted. Their fune- 
tion is to discipline the flow of gas 
and oil and water, air and steam, 
the volatile spirits that drive and 
heat and bathe a power-haunted 
world. Specifically, Crane manufac- 
tures the valves that turn those ele- 
ments on and off; fittings for the 
pipes that convey them and for the 
pumps that draw water up out of 
the earth. Thus Crane Co. stands at 
the very heart of industrial civiliza- 
tion—its products rank next to raw 
and semi-finished materials as the 
primary basis of all industry.” 


Active in Raw Materials 

As a matter of recent fact, Crane 
is part of today’s raw materials pat- 
tern as it prepares to triple titanium 
production by 1956, largely because 
of a new $25 million plant recently 
opened. 

The Second Hundred Years hold 
bright promise for the men and 
women of Crane and for viewers of 
this fascinating cavalcade of an 
American enterprise, of the men 
who founded and made it grow and 
those who carry on their dreams and 
aspirations into a second century of 
progress unlimited. ae 





Tremendous modern tools along the production line help to make the car of 
your choice available at today’s assembly-line prices. 


‘ hshes on Wheels v4 


The Warm, Human Story of a Chrysler Production Line 
and of the People Who Build the Car of Your Dreams 





























Etching the portraits in color of typical workers and their jobs was accom- 
plished without interrupting production of new cars. 
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Stem Pustic’s ATTRAcTiIoN for 
general automotive news and 
technical “car tests” in magazines 
and newspapers seems to have in- 
spired manufacturers to provide 
film audiences with more pictures 
about their fascinating product — 
the automobile, itself. Not a few re- 
cent Detroit-sponsored films have 
shown the same enthusiasm for the 
car that was formerly directed only 
to Indians, fishermen, cowboys, the 
Gobi Desert or the hallowed con- 
cepts of big business. 

Typical of this vastly-interesting 
picture story concept is Chrysler 
Corporation’s new Wishes on 
Wheels, a 27-minute color film 
which goes for an interesting visit 
to one of the company’s assembly 
lines— Plymouth, in this case. 


Good Touches of Humor 
Though fully concerned with ac- 
tual factory production, Wishes on 
W heels is far from the old-fashioned 
idea of a “nuts-and-bolts” motion 





The lady wants color to match her 
wardrobe styles . . . 


picture. A human interest film, with 
many touches of humor, it shows 
how the car of your dreams is 
custom-built at assembly line prices 
today; how each car “has someone’s 
name on it” from the time it goes 
into production. 

“Our job,” say the people at this 
plant, “is building individual peo- 
ple’s wishes on wheels” —the wishes 
being expressed in style, color, ac- 
cessories and features. Difference 
between modern line and old type 
mass production is pointed up by 
a single fact: The chance of any 
two absolutely identical cars coming 
off this line in succession is one in 
six million! 


Produced by Caravel Films 
Produced by Caravel Films, 
Wishes on Wheels gives an organi- 


zed view of modern automobile con- 
struction—a huge and complicated 
operation. It follows “order #642” 
through a maze of feeder lines and 
down the main assembly line. The 
Telautograph system flashes essen- 
tial information to every point of 
the line, acting as brain and nerves 
for this remarkable organization. 
Here is the great machinery of 
automobile manufacture, including 
many of the devices known collec- 
tively as “automation.” Here are the 
colorful new cars, like so many 
Easter eggs, rolling out at a rapid 
rate. And here, in a most human- 
ized industrial film, are the men 
and women of the assembly line 
speaking up about their jobs. 


No Letup in Production 


This picture had to be shot in 
the plant without even stopping the 
assembly line, or slowing up the 
work, To light the enormous plant 
properly for color shooting, vast 
areas were blacked out with tar- 
paulins, while great batteries of 





But this gentleman prefers black for 
his new car. 


lights were set up without interfer- 
ing with workers. 

The script was four months in 
preparation to insure absolute tech- 
nical accuracy, and shooting in the 
plant alone required eight weeks. 
Live sound was used to catch re- 
marks made by workers on the 
line. Five narrators are heard—all 
Chrysler employees, and four of 
them production line workers. 

A 13-minute version of this 
film was produced simultaneously. 
Both the 134% and 27-minute ver- 
sions are available on free loan to 
clubs, churches, employee audiences 
and other groups from the dis- 
tributor, Modern Talking Picture 
Service, Inc. 





A Mid-Summer Review 


* The next issue of Business 
ScrEEN will include a concensus 
| review of the year’s outstanding 
| films as selected by award juries 
and film reviewers throughout 
the nation. Complete source data 


of the Outstanding Films 


and other pertinent data will be 
included with useful mid-summer 
feature. Part Two of the Sound 
Slidefilm Review is another edi- 
torial event in this August-Sep- 
tember number just ahead. & 
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More Phones for the Better Life 


The Bell System Presents a Colorful “Family Affair” 


HE BELL System telephone com- 
“ieee are just finding them- 
selves in a position they have 
sought for the past ten years. The 
supply of new telephone instruments 
has caught up with demand. The 
companies are engaged in a promo- 
tional campaign to let subscribers, 
who have learned to “get along” 
with just one phone, know that life 
can be much easier with more tele- 
phones in convenient locations in 
the house. 


Part of the companies’ public in- 
troduction of the “new” idea of 
multiple home phones as a common 
thing is a new film, Family Affair, 
25 min., color, produced by Henry 
Strauss & Co. It shows how when 
there’s but one “centrally located” 
telephone in each of three related 
households the problems that re- 
sult are full of conflicts, confusion 
and near tragedy. 

But there’s a happy ending. 

Happiness does ensue when each 
of the three households gets enough 
telephones — in the right spots — 
for each person. 

Because this is a color film, the 
new telephones also show up as 
accents to decor as well as neces- 
sities for today’s functional living. 
Pictured in the homes—when hap- 
piness finally reigns—are color 
telephones, two-tone telephones, wall 
telephones and spring cords. 


Family Affair is intended, first, 
to be shown to the Bell System Com- 
panies’ employees. The picture can 
not be categorized as advertising or 
sales training, but is a public infor- 
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mational venture. Parent company, 
American Telephone & Telegraph 
Co., feels that in almost every 
instance of a new idea in public 
relations or a new sort of sales cam- 
paign—from selling service, instal- 
lation of new equipment, or an 
increase in rates from state regula- 
tive bodies, the first public to be 
influenced is the mass of 600,000 
citizens who work for A.T.&T. and 
the associated companies. 

Letting telephone people know 
first about a new company idea is 
not planned as a method of arous- 
ing them to go out and buttonhole 
customers with the latest telephone 
sales scheme. The companies just 
think that the 600,000 should be 
the very first to know what the 
telephone industry is planning so 
they can have the “right answer” 
to any social queries or the com- 
pany policy, fully explained, when 
on the job. 

A “side value” for the telephone 
companies in this film is to show 
all telephone people what the manu- 
facturing end of the business is 
accomplishing, and to give them an 
even more sense of pride in the 
public service they are performing. 

Following introductory showings 
to telephone people, the film will be 
widely distributed to public audi- 
ences—from the strawberry social 
circuit to theatres and television. 

An interesting sidelight on the 
filming of Family Affair is that the 
chief photographer in Henry Strauss 
& Co.’s production crew was Boris 
Kaufman, who won the Academy 
Award this year for cinematography. 


“FAMILY AFFAIR’ 
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“Anigraph” scene from Armstrong Cork Company’s film on selling ideas. 


Visual Stimuli for Retail Selling 


Armstrong Bureau of Merchandising Shows “Sellorama” 


SALES STIMULATION PROGRAM, 

almost entirely on film and 
designed for wholesale distributors 
to provide retail resilient flooring 
outlets with practical selling ideas 
and techniques has been completed 
by the Armstrong Cork Company 
Bureau of Merchandising and will 
be released to wholesale distributors 
of the company in the near future. 


Called Sellorama, the presenta- 
tion consists of a complete two-hour 
film meeting package and includes 
a step-by-step meeting guide, meet- 
ing room signs, and meeting hand- 
out literature. The package is being 
released to wholesale distributors 
of the company’s line of resilient 
floor and wall covering materials 
to enable them to stage meetings 
with retailers. 


Designed as an effective follow-up 
for the Armstrong Merchandising 
Motorcade which demonstrated 
modern selling techniques to nearly 
22,000 flooring retailers and their 
salesmen on a nation-wide tour in 
1954, the Sellorama program is the 
result of a year’s research, inter- 
views with dealers, editors, builders, 
realtors and consumers. Over 30,000 
miles were traveled by Armstrong 
personnel to obtain material for the 
presentation. 

The various parts of the Sellorama 
presentation include, first, a “back- 
ground” opening film, which ana- 
lyzes the present and future markets 
for the resilient flooring business 
and the expanded opportunity that 
it now offers to the flooring dealer. 
This is shown by interviews with 
editors of leading home magazines, 
new home owners, builders, ete. 


The second segment of the pro- 
gram is a very clever animated car- 
toon, The Renter, written and 
scored in Dragnet style, which sets 
a pattern of sales operations to 
reach the most elusive of customers 
for linoleum, asphalt, vinyl, rubber 


and cork flooring- 
renters. 

Other parts of the presentation 
deal with ways and means of suc- 
cessful merchandising to builders 
and to the commercial market. Ways 
to trade-up customers, how to sell 
the do-it-yourself purchaser, and 
the future opportunities in the floor- 


the apartment 


ing business are shown by on-the- 
spot interviews with leading dealers 
all over the country. 

The Armstrong 1955 sales promo- 
tion program is a most remarkable 
example of business use of film for 
direct communication. The pictures 
which compose the presentation are 
without frills, yet they encompass 
cartoon and technical animation, 
graphs, location and studio pho- 
tography, voice-over and live sound. 
During the course of production, 
over 15 miles of color film were 
exposed to obtain the sequences 
which make up the finished product. 

Considerable use was made of the 
new Anigraph system of limited 
animation. This is a novel and very 
economical method of 
partial animation. 

Each film in the presentation is 
complete in itself and can be used 
separately. Wholesalers will be able 
to use individual parts of the pro- 
gram for several years in special 
promotion activities. 

Sellorama was produced by the 
Special Projects Division of Arm- 
strong’s advertising department with 
production supervision and diree- 
tion by MM Film Services, 723 
Seventh Ave., New York. This or- 
ganization is entirely devoted to 
working with business concerns, 
such as Armstrong, that maintain 
their own production and _photo- 
graphic staffs. MM Film Services’ 
function is to aid in coordinating 
the production staff's activities, and 
to supply additional technical serv- 
ices when needed in order to 
achieve a professional result. 


effecting 
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Scene of modern car handling equipment as shown in “Wheat.” 


Film Program heeps Pace With 


Expanding Lines 


PREADING LIKE a steel delta from 

Lake Michigan to the bays of 

San Francisco, Los Angeles, 
San Diego and the Gulf of Mexico, 
the Santa Fe Railway, one of Amer- 
ica’s most progressive, speeds for- 
ward on two kinds of tracks: one 
track is made of ties and rails, the 
other is made of acetate printed for 
sight and sound. 

Santa Fe’s motion picture sound- 
track races ahead of the hard road- 
bed carrying promotional and me- 
chanical preparation, acting as a 
good will and good practice grand 
trunk to the metallic line. The ap- 
parent result of this steel and sound- 
track system is that the historic 
Santa Fe now is the longest and also 
one of the more prosperous roads 
in the United States. 

Santa Fe’s 13,073-mile track is 
getting longer. As the system’s rail 
gang’s recently placed 49 miles of 
track linking Dallas, Texas with the 
Chicago-Galveston main line, a 
record spur in the last two decades, 
Santa Fe’s motion picture bureau 
had helped familiarize the workers 
with their jobs, safeguard their tasks 
and helped insure their future. 

Begun as an arm of the public 
relations department in 1946, the 


“Fresh for Health” takes the big Kern County 


potato crop from the field. . . 


of the Sante Fe 


cinema section is in its 10th year 
and since 1951 its multiple-duty po- 
tential has developed into a dis- 
tinctive audio-visual center of pro- 
motion and training aids known as 
the Chicago Film Bureau. At this 
communications terminus originate 
pictures which unwind 
across the nation to advertise the 
road, converting people into travel- 
ers and shippers. From this bureau 
are first dispatched films which ease 
the educational courses in Santa 


motion 


Fe’s departments of safety, pas- 
senger traffic and freight traffic. 
21 Films Are Now Available 

Its present schedule numbering 
21 films now available the 
bureau functions, distribution-wise, 
threugh seven sub-bureaus located 
in Santa Fe offices in Texas, Kan- 
sas, Oklahoma and California. In- 
spection of the four latest films, re- 
leased in 1955, discloses the types 
of productive jobs these feature and 
training subjects do as they streak 
out from the bureau’s regional 
roundhouses. 

Ordinarily, a railroad’s top earner 
is its freight service and Santa Fe 
follows the rule—although the sys- 
Fred Gurley, is 
determined to make passenger traffic 


tem’s president. 


Showing speedy icing equipment as the railroad 
prepares to handle the crop... . 


pay its way. But in the relentlessly 
competitive field of transportation, 
Santa Fe does not depend on the 
freight rule to stand by itself: two 
of the road’s new promotional films 
are designed to reassure regular 
freight customers and signal more 
shippers to the loading platform. 


Moving the Kern Potato Crop 

In March of this year, the Santa 
Fe sound-track ran straight to its 
target when the Kern County Potato 
Growers’ Association convened for 
the llth time at Bakersfield, Cal. 
A reception-dinner during the con- 
vention was the premiere stage for a 
refrigerator car documentary titled 
Fresh for Health. Listening to the 
applause and official compliments of 
nearly 600 conventioneers, the rail- 
road's representatives knew they 
had hit the potato-eye. Fresh for 
Health had delivered a pointed re- 
minder to business men immediate- 
ly interested in methods of trans- 
porting perishable products. 

The vividly pertinent film 
smoothed a path for Santa Fe 
spokesmen who played a leading 
part in the convention. The meeting 
drew 1,350 persons and Secretary 
of Agriculture Ezra Taft Benson ap- 
peared as keynoter. At the dinner, 
Gerald Duffy, traffic vice president 
of Santa Fe in Chicago, welcomed 
the guests and introduced the pic- 
ture. A panel dealing with the film’s 
subject was presided over by J. J. 
Mahoney, Santa Fe superintendant 
of transportation. 

Fresh for Health could hardly 
miss connecting with its debut audi- 
ence. The 25-minute color disserta- 
tion mirrors through the potato 
growers home field and is peopled 
with Santa Fe faces familiar to 
many of the growers. Profitable and 
perishable, the potatoes which move 
from Kern County each spring, 
traveling in some 1,000 railcars, 
were a perfect, gratifying example 
of the produce-in-transit theme. 


Modern Methods to Speed Cargo 

Switching off to other produce- 
minded audiences, Fresh for Health 
is seen as a general exposition of 
transport techniques which preserve 
a rich variety of sensitive cargo. 
The film shows ripe shipment re- 
sulting from close cooperation be- 
tween the grower and the railroad. 


Together, grower and deliverer rate 
crop growth, study mutual prob- 
lems. Railroad refrigeration special- 
ists are viewed as the masterminds 
of methods which guarantee fresh- 
ness by utilizing a network of ice 
plants at points of departure, by 
icing cars in 90 seconds, by incor- 
porating mechanical temperature 
control cars which operate icelessly, 
maintaining virtually any required 
temperature. 

These mechanisms and the fast 
trains operated by able workmen 
are examined as the Santa Fe film 
freights growers, buyers and a 
wider audience of food eaters 
through efforts which help to keep 
America “the best fed nation.” The 
commercial enthusiasm the film 
should stimulate will help to fill 
Santa Fe’s many refrigerator cars, 
contributors to this reputation. 


Wheat: from Field to Food 

A second promotional story plan- 
ned to ship greater loads to Santa 
Fe boxcars is Wheat — It’s Growth, 
Transportation & Marketing. The 
expert time-lapse facility of John 
Ott Productions, Inc., was enlisted 
to create this 28-minute life-journey 
of wheat from seed to flour —a 
journey botanical, geographical and 
financial. After the viewer sees the 


Scene in Santa Fe’s “Wheat” 
growth-cycle of wheat — telescoped 
from months into photographic 
minutes — he encounters the amaz- 
ing harvest which piles up moun- 
tains of grain. These mountains 
must be moved and swiftly if the 
toil of planting, growing, harvest- 
ing, testing, grading and feverish 
selling is to pay off. Curving around 
the Kansas wheat country, the film 
illustrates how Santa Fe shifts the 
golden mountains to market — on 
time. 

In February, Santa Fe released a 
film which runs a junction from in- 


Loading those Kern potatos for a swift dash to 
the waiting markets of the East. 











ternal to external use under the in- 
clusive label “safety.” Challenge for 
Tomorrow was premiered in Chi- 
cago before officials of the railroad 
and civic and business leaders. Pro- 
duced by Harold Kite & Associates, 
the film already has won an award 
of merit from the National Com- 
mittee on Films for Safety and is 
included in the list of films Santa 
Fe makes available for community 
distribution — which is to say: as 
a promotional tool. However, the 
Challenege . . . primarily was meant 
for the system’s own workers. 


Retracing the rail delta from its - 


far-western reaches to its mid-west- 
ern source, the film checks the line 
with a seasoned section-hand’s know- 
ing, visiting the shops and yards 
where workers bend for Santa Fe’s 
future and their own. Rather than 
drilling safety discipline, this film 
tells the worker the story of the rail- 
road’s mechanical improvement, 
shows him his vital part in the road, 
that its progress and his hinges on 
the use he make of operational ad- 
vantages Santa Fe’s development 
has increased. 

Watching the new methods and 
machinery replace earlier practices, 
the worker can appreciate the value 
of: automatic signals, electronic 
safety devices, heavier rails, rails 
now laid in 1,400-foot continuously 
welded strips to eliminate joints 
(and noise), mechanized tie-gangs, 
scientific testing of materials, the 
end of old coupling equipment, the 
solid-riding, all Dieselized fleet. Ac- 
cidents today, the film suggests, are 
not caused by mechanical hazards 
but from carelessness. 

This dramatic, inside story of 
railroad safety not only prevails 
upon employees to think and live 
longer but bears a welcome message 
to shippers and travelers — hence 
its release for promotion. 


“Pay Day” Deals With Freight 


Two films produced for employee 
training “have only limited appli- 
cation for use in other than per- 
sonnel training,” according to the 
bureau. Pay Day is a 21-minute 
film dealing with the problem of 
freight loss and damage. It proves 
to employees that their pay days are 
dollar-related to the protection they 
give customer goods in transit. Play 
It Safe is a 12-minute demonstra- 
tion for switchmen on the proper 
and safe methods of yard and 
switching operation. It underscores 
the switchman’s responsibility for 
his fellow worker’s safety. 

Sixteen other films completing 
Santa Fe’s current schedule of avail- 
able films are long and short strips 
of high promotional color. Most of 
these titles compose a poetic sort of 
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conductor’s call: Along the Santa 
Fe Trail, Arizona Holiday, Grand 
Canyon, Land of Pueblos, Southern 
California Holiday, Texas—the Big 
State, Chicago. Further enticing the 
passenger along Santa Fe’s sight- 
seeing trail are studies of the pic- 
turesque life-modes and crafts of 
the southwest Indian tribes, parti- 
cularly the Navajos, from which 
spring a strong contingent of Santa 
Fe workers. Potential passengers 
also are attracted by a dramatized 
ride on the luxurious Super Chief, 
by a tale of transportation from ox- 
cart to Diesel power, and a movie 
about a movie— showing how 
Hollywood glorified the Santa Fe. 

The most recent of these pro- 
motional films lays its interest track 
well into the traffic frontier. As- 


sembling a Freight Train, produced 
by Bisbee & Downer, shows ele- 
mentary school children the entire 
freight yard operation, the collec- 





“Assembling a Freight Train” 


tion of cars from shippers, assembly, 
and checking for delivery. In this 
a-v 10 minutes, the next generation 
will begin to acquire the vocabulary 
of transportation with “Santa Fe” 
a word among those to be re- 
membered. 

While the film bureau accelerated 
the growth of the railroad, the 
bureau itself has grown. William B. 
Cox, who had managed the film 
activities since 1947, recently was 
appointed special representative in 
Santa Fe’s promotional department. 
In a newly created post, Frank E. 
Meitz, formerly the system’s Los 
Angeles photographer, now man- 
ages the “film and photographic” 
bureau —a phrase designating the 
consolidation of the still and motion 
picture sections. 

If reels were solid wheels, Santa 
Fe would seem to have enough to 
roll a new train. So far, the motion 
picture force has fathered over 50 
16mm films. Stretching out from 
the seven regional bureaus, into 
civic and religious groups, schools, 
and industrial organizations, the 
newer of these films are bringing 
Santa Fe ideas to millions; ad- 
hering to the system’s working blue- 
print, they are deep-etching the map 
for the Santa Fe’s nationwide opera- 
tional family. ba 
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“The Human Side” was produced in typical UP freight terminals. 


53,000 Railroaders to View 


Union Pacific's “The Human Side” 


General Director of Public Relations, Union Pacific Railroad Company 


T THE UNtoNn Paciric we have 

A traditionally turned to the mo- 

tion picture to present various 
stories to our varied audiences. 

Both public and employe safety 
have been effectively promoted 
through the extensive use of mo- 
tion pictures, and it is testimony of 
this medium’s impact that Union 
Pacific has consistently turned in 
one of the industry’s top safety 
records. 

Culling Sheep, Hog Sense, and 
Cattle Country are only a few of 
many films utilized by the U.P. 
agricultural development depart- 
ment in its educational program 
carried to farmers in the 11 west- 
ern states served by the road. 


Millions View Travel Films 


A monthly audience of millions 
views Union Pacific’s travel films, 
either at private showings or on 
their television sets. Because Union 
Pacific has long had a good list of 
travel films, it was able early to 
feed TV’s tremendous appetite for 
material by offering stations over 
the country prints of these films 
specially cut and edited for tele- 
vision. 

The problem of freight loss and 
damage, which Union Pacific shares 
with every other common carrier, 
has likewise been tackled via visual 
education. 


It follows, then, that the motion 
picture would play an integral part 
in Union Pacific’s newly inaugu- 
rated courtesy program. 


A Prototype of Discourtesy 


The Human Side, produced by 
Cate and McGlone of Hollywood, 
attempts to show the railroader to 
himself as others see him. Not the 
typical railroader, we hope, but 
really a prototype of all discourte- 
ous people who deal with the pub- 
lic. The film explains the careless, 
thoughtless or deliberately rude em- 
ploye to himself, on the theory that 


once such an employe understands 
the psychological reasons for his 
personality shortcomings he is in- 
finitely better equipped to overcome 
them. 

We feel the film does a persuasive 
job of selling the benefits of genu- 
ine courtesy from the employe’s 
point of view—courtesy makes his 
job easier, his work more satisfying, 
removes many of the tensions from 
his working environment, and there- 
by even improves his physical well- 
being. The film 


courtesy down the employe’s throat, 


does not ram 
but rather proceeds from sound 
principles of psychology to a con- 
vincing demonstration of what 
wholesome work attitudes can mean 
to the employe and, though almost 
incidentally, to the employer. 

Mr. F. B. Lewis, Union Pacific’s 
newly-appointed manager of safety 
and courtesy, plans to show the 
film to all of the railroad’s 53,000 
employes, with emphasis 
upon that group which has daily 
contact with the public. 


special 


Shown in Company Theatres 


At major terminals, the film will 
be shown in company theaters. 
Where such facilities are not avail- 
able, the film will be screened in a 
special “courtesy instruction” car. 
A copy of the 30-minute, 16mm 
film in sound and color, will be 
supplied each district safety and 
courtesy representative. 

Principal character in the film is 
Joe Brown, played by veteran Holly- 
(CONTINUED ON THE NEXT PAGE) 


Toni Ross (right, 
believable “Poor 


below) played a 
Joe” in the film. 



























The Human Side: 


(CONTINUED FROM PRECEDING PAGE) 


character actor Ross. 
picks up the nickname, 
“Poor Joe”, early in the narration, 
and the title sticks with him through 
his various roles as a discourteous 
conductor, harrassed and rude reser- 
vations clerk, thoughtless freight 
belligerent cashier. The 
narrator analyzes Joe in all these 
roles, pities him, suggests how much 
easier Joe’s work would be if he 
were to follow 
suggestions. 
We feel this film, coupled with a 
continuing program of supervisory 
effort, will do a fine job of public 
relations for the Union Pacific Rail- 


road. bd’ 


wood Toni 


Brown 


receiver, 


the narrator’s wise 





“Hey Charlie” tells a light-hearted 
family story for Con Ed sales. . . 


Gas Heating Tale 
Promotes N.Y. Sales 


Sponsor: Consolidated Edison 
Company. 

Title: Hey Charlie, 28 min., color, 
produced by George Black En- 
terprises. 

* Con Ed, the big public utility 

which supplies electricity and gas 

to most of metropolitan New York 
as well as other areas, has released 
this comedy as part of its sales 
promotion on behalf of gas heating. 

Though admittedly more expen- 
sive to operate than coal or oil, 
gas heating, says Con Ed, will pay 
for itself in convenience, efficiency, 
cleanliness and maintenance costs. 

The story is told of the experi- 
ences of one family — an archetype 
of all bumbling, fumbling husbands; 
a pretty, efficient wife; a painfully 
cute old leprechaun of a father-in- 
law; and two caterwauling young 
boys. They are not the easiest 
people to live with, even for 28 
minutes — but can they sell gas! 

The picture has A-1 color, light- 
ing and sets — all shot in the Blake 
studios in New York. 

Con Ed will show the film 
throughout its marketing area 
on free loan. BBDO agency origi- 
nated the film idea and supervised 
production arrangements. I 
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Pure Oil research laboratory helps keep driving carefree. 


They Assure Your Carefree Bide 


Pure Oil Film Visualizes Story Behind Accessory Sales 


Sponsor: Pure Oil Company. 

Title: As Good As Its Word, 20 
min., color, produced by Dy- 
namic Films, Inc. 


* Common to many of the petrole- 
um marketers recently, the Pure Oil 
Company is taking a harder look at 
the Tires-Batteries- Accessories end 
of its business. Sales promotion is 
being stepped up both at the whole- 
sale and retail levels to make deal- 
ers the 
items 


customers aware of 
qualities of TBA 


bearing the Pure trademark. 


and 
superior 


Although most dealers have 
Pure Oil's function in the 


TBA this 


known 


manufacture of items. 


film is designed to remind them 
again that the company is not just 


but maintains full 
facilities to design, research, test 


a_ wholesaler. 


and supervise the manufacture of 
every product it sells. 

{s Good As Its Word takes a 
typical family through a number of 
different driving situations. The 
underlying theme, developed into a 
principal motif, notes that back of 
today’s carefree, high horsepower 
driving, there is an army at work 
producing petroleum products and 
tires that contribute greatly to this 
carefree feeling. 


Because of higher quality stand- 
ards, such products as tires, etc. no 
longer worry the driver as they did 
20 years ago. 

As a main case in point, the film 
goes through a complete rundown 
on the development of the Pure 
tire, from research, blue prints, a 
million miles of tests, and manu- 
facture in the fifth largest rubber 
plant in the country. 

As Good As Its Word has been a 
part of Pure’s Spring dealer meet- 
ings throughout its marketing terri- 
tory. As independent businessmen, 
Pure dealers are not a “captive 
audience.” They come voluntarily 
to the meetings to help themselves 
in business, and Pure sees to it that 
money-making ideas are the back- 
bone of each meeting. The film 
shows how TBA items can ring the 
cash register for dealers who know 
how to sell them properly. 

One interesting gimmick used in 
the Pure dealer presentation was a 
seven-minute recorded talk on the 
company’s ad campaign on service. 
To simplify the equipment set-up, 
Dynamic Films recorded this audio- 
only portion on film, and it makes 
up a trailer spliced on to the end 


of the reel. ig 


Friendly, efficient service is backed by quality products that 
assure this family’s safety on the road. . . 
























































“Stop Rheumatic Fever’ 
Aids National Campaign 


Sponsor : Public Health Service, a 
division of the U.S. Department 
of Health, Education and Welfare. 

Title: Stop Rheumatic Fever, 12 
min., b/w, produced by Trans- 
film Incorporated. 

* This new film will be used as an 

integral part of a Stop Rheumatic 

Fever campaign now being con- 

ducted by the National Heart Insti- 

tute, the Public Health Service, and 
the American Heart Association. 
It shows how rheumatic fever can 
be prevented by treating “strep” in- 
fections. These infections, which 
cause sore throats, tonsilitis, scarlet 
fever and other diseases, are the 
forerunners of rheumatic fever. In 





Graphic animation helps point up 
dangers of rheumatic fever . . . 


the film, a smoky flame is used as 
the symbol of rheumatic fever 
which, like a flame, flares up and 
subsides with irregularity. In 1953, 
rheumatic fever and rheumatic heart 
disease resulted in 21,000 deaths 
among children and adults. 

One of the most important recent 
discoveries about rheumatic fever, a 
leading cause of disability and death 
in childhood, is that it can be pre- 
vented. Early treatment of “strep” 
infections can stop this disease 
which sometimes leads to heart dam- 
age and death even in later life. The 
film encourages physicians, parents, 
teachers, nurses and social workers 
to combine their efforts to conquer 
these diseases. 

Stop Rheumatic Fever is available 
at all local American Heart Associ- 
ation branches. Prints may also be 
purchased at $15 each from the 
American Heart Association Film 
Library at 13 East 37th Street, New 
York City 16. 4 

ae ~ at 

Medical A-V Conference 
® The third annual meeting of the 
Audio-Visual Conference of Medi- 
cal and Allied Sciences will be held 
during the National Audio-Visual 
Convention and Trade Show in Chi- 
cago at the Hotel Sherman. Meet- 
ings will be held in the Hollywood 
Room on July 26 from 9 a.m. to 
6 p.m. it was announced. We 
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* Peter Elgar Productions has re- 
cently announced that the company 
has been awarded a TV commercial 
film contract which is an all-time 
record high. The sponsor is Ster- 
ling Drug, Inc., and the advertising 
agency is Dancer-Fitzgerald-Sample. 

The filming will be done in Eng- 
land under Mr. Elgar’s supervision 
through his associated facilities in 
London, TV Commercials, Ltd. 
Some dimensions of the project: 
Scripts required ten weeks of prepa- 
ration; seven weeks to build sets of 
which there are more than 200; 
shooting will take 12 weeks and 
the cast will comprise 150 actors 
and actresses. 

Peter Elgar's London partners, 
Leon Goodman, Chairman, and 
Roger D. Proudlock, Managing Di- 
rector of TV Commercials, Ltd. 
were in New York last month to dis- 
cuss the project with the Elgar, 
Sterling and agency staff. This is 
the first large-scale production of 
TV commercials abroad on behalf 
of an American company. Ga 
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(Left) 


Off to London this past 
month to begin produc- 
tion of TV commercials 
was Peter Elgar, N. Y. 
producer (far left) who is 
shown at planeside with 
Leon Goodman (center) 


and Roger Proudlock Above: The election of Adlai E. Stevenson (right), Democratic nominee for 


(right), Mr. Elgar's President in 1952, now practicing law in Chicago, to the board of directors 
London partners. Story of Encyclopaedia Britannica Films, Inc. was announced last month by former 
at left below. Senator William Benton (left), chairman of the board and longtime friend of 


Mr. Stevenson. Center above is EB Films’ president, Maurice B. Mitchell. 


Below: Frank Meitz, newly ap- 
pointed head of the Santa Fe 
Railway’s Film Bureau facilities, 
who is assuming his new post 
at the headquarters offices in 
Chicago this month. Both still 
and motion picture services 
have been merged. 


Three first awards, for quality, service and economy, went to Consolidated 
Film Industries in Billboard’s recent television film survey. Shown receiving 
plaque for CFI are Herbert J. Yates, president of Republic Pictures Corp. (left); 
Sid Solow, vice-president and general manager of Consolidated (center) and, 
making presentation on behalf of Billboard, Lee Zito (right). 





Below: Conferring with Westinghouse Lamp Division officials on 
recent developments in light sources for studio and projection 
was A. Stanley Pratt (second from left) of British Acoustic Films, 
(Left) Ltd. with W. B. Gero (left) mgr. of commercial engineering and 
W. R. Wilson (right) mgr. of the photographic lamp section. 





V. L. Brophy, mgr. of market 
development of Sinclair Oil 
Co., and C. E. Broderick, 

of Florez, Inc., (center) 
exchange compliments on 
winning of two top awards 
in recent National Visual 
Presentation contest. Others 
(I to r) are J. K. Kleene, 
Florez; E. W. Isom, Jr., 
Sinclair mgr. of sales and 
dealer training; W. R. Kelly, 
Sinclair asst. mgr. of market 
development; and C. F. 
Hooker, group copy 

chief at Florez, Inc. 


Traditions of personal craftsmanship 





. are carried into mass production 


Story Behind the “Body Bountiful’ 


Fisher Body Screens Eye-Filling Tale of Craftsmanship 


n 1910, Two Years after its 

founding, Fisher Body Corpora- 
tion began filling a volume order 
for 150 bodies for the Cadillac auto- 
mobile. Since that time, under an 
array of famous names, Fisher-made 
bodies have multiplied into an over- 
whelming contradiction of the die- 
hard belief that mass production 
inevitably is the enemy of ex- 
cellence. 

From its beginnings as an inde- 
pendent mass-supplier of automo- 
tive bodies and through its devel- 
opment as a division of General 
Motors Corporation, Fisher Body 
has emphasized craftsmanship. This 
emphasis has been a tradition on 
the assemblyline and in advertising 
which extolled “Body by Fisher.” 
Renewing this tradition promotion- 
ally is Body Bountiful, a sound and 
color motion picture produced by 
the General Motors Photographic 
department. Prints, by Consolidated 
Film Industries, were perfect in de- 
tail and beautiful to the eye. 


An Extension of Crafts 

Body Bountiful is a 25-minute 
documentation of the Fisher con- 
cept that mass production, in wise 
hands, is the extension of crafts- 
manship, the imaginative utilization 
of quality, the enlargement of excel- 
lence. 

Lightly tapping out a prelude to 
its anvil chorus theme, the film sep- 
arates men from monkeys and 
proves with classical examples of 
implement and ornament how 
“craftsmansnip and civilization have 
marched down the years hand in 


hand.” Viewing masterpieces of eras 
when craftsmen were soloists with 
limited tools, the film notes that 
craftsmanship in other days was 
slow and costly and its finer prod- 
ucts were beyond the popular mar- 
ket. In the same breath, the narra- 
tion acknowledges that . . . “even 
so, the true craftsman has always 
been secure in his skill. No machine 
has taken his place or ever will.” 


“Millions Instead of One” 

What machines created by crafts- 
men, are able to do, the body of the 
film demonstrates. The machines, 
the men who make them and the 
men who operate them in mass pro- 
duction bring excellence up to date, 
to “millions instead of one.” 

Printing out scenes of craftsman- 
ship in mass production are se- 
quences of brilliant clarity which 
explain operations repeated in 33 
Fisher Body plants located in 20 
cities. In these factories as many as 
75,000 persons together ply their 
arts with the aid of collossal preci- 
sion machinery to annually fill the 
highways with carriage bodycraft 
known as Buick, Cadillac, Chevrolet, 
Pontiac and Oldsmobile. 


Shows Detail of Assembly 

Body Bountiful shows in closeup 
and rapid, massive detail, how men 
and machines are responsible for 
the high standards of design, dura- 
bility and luxury which character- 
ize the mass-produced “Body by 
Fisher.” Depicted are such recent 
techniques as side-frame assembly. 
In this method, each side of the 
body is assembled as a complete 


unit, designed to hold panels and 
parts rigidly in close-tolerance align- 
ment while they are welded. This 
operation controls the critical di- 
mensions of door openings and fa- 
cilitates precision hanging of doors 

an important element in body 
quality. 

The “sculpturing” of the auto 
body is shown as the result of almost 
endless machining which engineers 
the actual parts in fidelity to a clay 
model, producing right and left 
half sections in exact image, per- 
fectly congruent. From flat drawing 
to final testing and lacquering, the 


building of Fisher bodies is marked 
as craftsmanship set to speed, “speed 
that comes from true skill, speed 
that comes from specialization . . . 
and from having enough specialists, 
each with plenty of time to do his 
job to perfection.” 


Available on Free Loan 


Shot in 16mm and 35mm the film 
will be made available to schools, 
clubs and other interested groups. 
For information on obtaining the 
film write to Fisher Body Division, 
General Motors Building, Detroit 2, 


Michigan. We 








Unusual graphic animation is featured in new Kellogg film. 


Designed for Million Dollar Sales 


Color Picture Shows the Operation of Catalytic Cracker 


Sponsor: M. W. Kellogg Co. 


Title: The Orthoflow Fluid Cata- 
lytic Cracker, 15 min., color, pro- 
duced by Transfilm Incorporated. 


* This sales promotion film has the 
special distinction of setting out to 
sell the most expensive single prod- 
uct for which a sales film was ever 
made. The Kellogg catalytic cracker 
is a massive installation for con- 
verting crude oil to gasoline. The 
orthoflow units cost anywhere from 
$1,000,000 to the more usual 
$10,000,000. 

The motion picture is said to be 
the only one ever made dealing 


solely with catalytic crackers. The 
production technique more aptly 
might be described as “graphic ani- 
mation.” Except for a few photo- 
graphic scenes actually showing the 
“cracker,” the inner workings of 
the unit are depicted graphically. 
Transparency of the art on the 
screen was accomplished by under- 
lighting the animation camera stand. 

As the film will be shown to oil 
interests around the world, the 
soundtrack was recorded in both 
English and French. It made its 
debut at the Fourth World Petrole- 
um Congress held in Rome early 


this month. at 
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= Now WIpELY-FAMILIAR com- 
bination of recorded dise and 
filmstrip which industry calls the 
sound slidefilm is a medium with a 
reputation of its own and a quarter- 
century of proven results to back 
it up. 

Since the early thirties, when the 
mass production industries first sent 
thousands of projector-playback ma- 
chines into dealer showrooms and 
service departments throughout the 
nation, the sound slidefilm medium 
has had its ups and downs. World 
War Il brought a temporary eclipse 
but the return of selling and service 
needs brought a postwar boom. 

The automotive industry and re- 
lated fields remain Customer No. 1 
for this medium with thousands of 
prints and records of a single sub- 
ject going to the dealer field; re- 
cently, these dealers have been 
largely re-equipped with the latest 
machines utilizing the new long-play 
records and many are also using the 
comparatively recent “automatic ad- 
vance” equipment. 

The Editors of Business ScREEN 
have turned to the producers of 
sound slidefilms and to other recog- 
nized authorities among the sponsor 


| 


and equipment firms to bring read- 
ers a “New Look at the Sound Slide- 
film” in this and subsequent issues. 

This editorial review will include | 
details on new techniques such as | 
“wide-screen” on “pan-screen” slide- | 


| 
| 
| 
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films; the discussion-type program 
recently tested by DuKane execu- 
tives; attention will also be given to 
advantages and benefits of the me- 
dium from practical experiences of 
successful users. 

Another current phase in sound 
slidefilm utilization is the re-birth 
of ready-made programs for various 
fields. At least three producers have 
announced sales training programs 
of this type; supervisory relations 
are covered by other series. 

But the emphasis in these pages 
is on the key word: experience. 
Through recent decades, both pro- 
ducers and sponsors have learned 
what makes sound slidefilms effec- 
tive and where they may fail. The 
primary objective of this editorial 
survey is to help prospective spon- 
sors attain real results wherever 
this highly-effective medium can be 
properly and economically applied. 
The experience of experts is set forth 
here to help accomplish that aim. 


“Making Sales in the Parlor’ 


by O. J. McClure, President, O. J. McClure Talking Pictures 


Ss THE May Issue of Business 
SCREEN, an article on the J. I. 
Case Company (page 42) spoke 
volumes to sales executives when it 
quoted the company’s advertising 
manager as saying “Our field men 
report many sales right in the 
parlor.” He was speaking about 
sales of heavy farm equipment. 

With the same phrase, he might 
well have been talking about many 
other kinds of equipment and prod- 
ucts— because he was talking about 
the results of audio-visual selling. 
Sound slidefilms, which play a lead- 
ing part in this kind of selling, now 
are closing deals on the spot for 
manufacturers of such things as 
building materials, refrigerators, 
heaters, furnaces, ranges, ice cream 
freezers, washing machine, soda 
fountains, office equipment, insur- 
ance, home equipment, feeds, adver- 
tising, automobiles, trucks, instruc- 
tion materials. 

The slidefilm’s ability to bring 
demonstrations of cumbersome and 
complex equipment into the pros- 
pect’s parlor or office is an obvious 
advantage. But this moving-van 
magic is only part of the slidefilm’s 
power. Its greater power is that its 
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sight-sound persuasion does a big 
share of the salesman’s job for him, 
a job that all too often he alone 
cannot do. 

Executives selling major 
modities recognize that many sales- 
men do not know their product well 
enough to sell it and that, despite 
their training, they frequently aren’t 
good enough salesmen. Acting for 
the human salesman, the sound 
slidefilm does not get tired or 
scared, does not grope or forget. 
The slidefilm takes possession of the 
interview and delivers the 
pany’s message as the company 
wants it delivered — not occasional- 
ly but every time. It grips the eye- 
ear attention of the prospect with a 
dramatized message and does not 
stop for disputation. 


com- 


com- 


The sales world has placed much 
emphasis on personality but rare is 
the personality that pleases every- 
body. Many persons are irritated by 
a long direct pitch even from a 
skilled salesman. With its colorful 
images and steady, moderate narra- 
tion, the sound slidefilm vitalizes 
the sales interview in a form relished 
by the buyer and makes sure that 
the salesman sells. ig 
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The Editors of Business Screen present a 


New Look 


at the 


SOUND 
SLIDEFILM 


Its Many Advantages 
Plus the New Techniques 
Have Revived National 
Interest in This Basic and 
Effective Business Tool 




















































FIELDS FOR SLIDEFILMS — 1 


Helping the Public 
to Understand Business 





The market place is a place of 
belief and temperament no less than 
a place of dollars and cents — and 
products move only when people 
move. A deadly rumor, a morbid 
popular suspicion can paralyze a 
market, close a bank or start a war. 
The benumbing psychologies that 
sweep through the public mass can 
change customers into economic 
zombies or militant enemies, mere 
mumbling can thwart the best laid 
merchandising plans. 

In an effort to make the public 
open its eyes and ears, to move for- 
ward and breath a favorable air, 
business and industry make use of 
the quick, colorful and memorable 
images of the sound slidefilm. By 
repeating facts forgotten and pre- 
senting new clear evidence of mar- 
kets alive and waiting, the slidefilm 
combats the fogs of apathy and fear 
which chill demand and corrode the 
lines of supply. 


“The Future of America” 

@ Currently doing an indoctrination 
deed for the Association of National 
Advertisers and the American Associ- 
ation of Advertising Agencies is a 
27-minute color sound slidefilm, The 
Future of America. Especially alert 
to the moods of the public, these 
advertising interests sponsored a film 
designed to counteract what was per- 
cieved to a growing doubt that 
the American economy would re- 
main prosperous and the 
present standard of People 
were talking up another depression 
as an inevitability—the first long step 
toward making one a reality. Con- 
versations echoed a feeble opinion of 
long-term strength of America and 
its free enterprise system. The Fu 
ture of America spotlights the social 
forces which can assure America of 
a thriving and expanding economy. 
With the authority of its facts identi- 
fied, the film portrays America’s needs 
and resources. If the nation’s people 
recognise these needs and these needs 
become demands, continued eco- 
nomic growth can be the story of the 
future. 


be 


sustain 
living. 


The Joint Committee of the two 
associations have made the film avail- 
able for sale to individual companies 
and business groups. The film is 
shown by these groups to their em 
ployees, civic and patriotic organiza- 
tions, schools, church groups, news 
paper, broadcasting and magazine 
editorial groups. Companion book 
lets are provided with the film. 

Business organizations may con- 
tact the Assn. of National Adver- 
tisers at 285 Madison Avenue, New 
York or the American Assn. of Ad- 
vertising Agencies, 420 Lexington 
Avenue, New York for print costs. e 
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SLIDEFILM TECHNIQUE 





The Slidefilm in Training 


by John Hans, President, Depicto Films, Inc. 


Few Years Back, one of my 
A most highly regarded clients— 
and an astute business man— came 
into my office and started to tell me 
why he was going to have a motion 
picture made to help train his rapid- 
ly expanding sales force. I heard 
him out — and then — perhaps not 
too subtly, but as forcefully as | 
knew how — proceeded to sell him 
what he needed to instill the basic 
elements of selling into his salesmen 

-and that was a sound slidefilm! 

Today, he’s still using that slide- 
film— modified a little to be sure— 
but he tells me that it is still pro- 
ducing darned good results in the 
training of his sales neophytes— 
and I believe him, because I happen 
to believe in the training value of 
slidefilms. 

I discount entirely the 
of those skeptics who will tell you 
that the good old slidefilm is on its 
way out 


opinions 


that it must learn to bow 
humbly to its more glamorous, more 
dramatic rival—the industrial mo- 
tion picture. I produce both—so I 
know there’s a place for both in the 
business field—and selling the one 
over the other is no money out of 
my pocket. But, to each his own, 
and I know that there has never 
been a greater need than now—in 
this modern, visual-minded age for 
the flexibility, the adaptability, the 
sound practical common sense and 
the overall utility of this training 
medium. 

We're living in a push-button era 

an age of ever-increasing elec- 
tronic devices — an age of nuclear 


energy we hear daily references 


to such forces as automation — to 
technological advances in every 


form of production and economy. 
And we know that very soon the 
industrialist, the manufacturer, the 
educationalist, the public relations 
expert will have come to realize the 
value of the visual medium and will 
need the help and guidance of the 
film producer to demonstrate to his 
trainees, via that same visual medi- 
um, how to use—to manage—to 
control the new power energies; 
how to cope with the problems of 
product development and product 
selling and promotion; how to 
discipline thinking through the 
channels of education and knowl- 
edge. And what better visual medi- 
um for this purpose than the proven 
training medium — the sound slide- 
film! 

And let us not overlook the fact 
that the slidefilm, takes on 
added glamor and_ effectiveness, 
added impact with the innovation 
of anamorphic photography. Im- 
agine a slidefilm with the visual and 
dramatic impact of Cinemascope or 
Vistavision—that can be produced 
within the budgetary limits of al- 
most every sponsor! 


too, 


And because Depicto Films be- 
lieves so sincerely in the future of 
the sound slidefilm, we have adopted 
this new anamorphic technique and 
have developed and produced slide- 
films that under the byline of 
“Photographed in Vistarama by 
Depicto Films” have won acclaim 
from their sponsors. We hope to 
continue in this work and to merit 
the respect from the many more 
sponsors who are presently looking 
to the values and of the 
sound slidefilm. eg 


usages 


Kling Studios, Chicago, produced a sound slidefilm about this potent medium 
recently, utilizing fresh, original and stylized effects. The program has become 
one of the studio’s most effective selling tools, according to studio executive 
Fred Niles. Manny Paull directed art on this production. 













































FIELDS FOR SLIDEFILMS — 2 


Facts for Employees 
and Shareholders 














* Drawing their larger and diverse 
memberships into orbits of real uni- 
fied interest and participation, in- 
dustrial and other organizations make 
use of sound slidefilms to simplify 
and highlight corporate information 
—facts which get across to the in- 
dividual employee, stockholder or 
dues payer the idea that “this is 
what we're doing here, this is your 
club, too.” 
* 7 * 


The Union Oil Company 
Presents an Annual Report 
@ Annual Report, a 14-minute color 
sound slidefilm, is a pictorial version 
of the 1953 Annual Report of Union 
Oil Company of California. After the 
report was published in manual 
form, the oil company brought its 
salient points into focus with the 
slidefilm and two charts to which the 
film refers. To give employees and 
stockholders a clear understanding of 
their company, the report is divided 
into two parts. The first part deals 
with the production, refining, mar- 
keting and transportation of petrole- 
um. The second part covers the 
financial aspects — sales, costs, invest- 

ments, profits. 

Benefits to employees, shareholders 
and economy are pointed out. The 
company’s future is viewed as a part 
of the future of free enterprise which 
makes it possible. The recording 
stops at the half-way point for a 
question and answer interlude. This 
film may be borrowed from the Union 
Oil Co., 617 W. 7th St., Los Angeles 
17, California. 

* * * 


Amalgamated Clothing Workers 

Visualize 40th Convention 
@ A Progress Report to the 40th An- 
niversary Convention, 15 minutes, 
color, was made for presentation at 
the 40th convention of the Amalga- 
cated Clothing Workers of America. 
Its job was to arouse the delegates’ 
interest and to make them feel they 
belonged to a powerful organization. 
Secondary audiences who were to 
share this impression were the entire 
membership of the union and other 
groups interested in the labor move- 
ment. 

The slidefilm’s multiple assign- 
ment included: lending color and 
visual interest to the rather droning 
procedures of the convention; to aid 
delegates in reporting back to their 
locals on the business of the con- 
vention; to outline the union’s 40- 
year progress; to summarize gains in 
all phases of union activity since the 
previous convention; to stimulate in- 
terest in the John W. Vandercook 
broadcasts sponsored by the union; 
to re-affirm the Sidney Hillman tra- 
dition of labor unionism. The report 
film is available on free loan or for 
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sale from the Amalgamated Clothing 
Workers of America, 15 Union 
Square, New York, N.Y. 





FIELDS FOR SLIDEFILMS — 3 


Improving Relations 
With Public & Clients 





«Public relations” essentially means 
making friends with people—a pre- 
liminary in winning these friends as 
allies or customers. Sound slidefilms 
facilitate the nonsell approach, giv- 
‘ing audiences a life-like gallery of 
significant facts and impressions 
which helpfully typify the sponsor 
desiring an agreeable introduction to 
or more positive reacquaintance with 
the public. Here are some typical 
subjects. 
* * o 

“Public Relations—Its Story” 
@ Public Relations—Its Story, 18 min- 
utes, color, is a sound slidefilm which 
the Aluminum Company of America 
sponsored in order to explain the 
purpose and function of its public 
relations department to its sales per- 
sonnel. Alcoa discovered that the 
efforts of this department were not 
appreciated by the sales people and 
that, as a result, the sales people 
were not making full use of the pro- 
motional techniques expended in 
their behalf. In this film, Alcoa 
shows its sales family how the en- 
larged pr dept. can be of great aid in 
stimulating sales and therefore its 
importance in the corporation. 

The film tells why the corporation 
informs employees, stockholders, 
customers and government of its ac- 
tivities. This job requires several 
kinds of information specialists, the 
film says, and these specialists are 
building opportunity for the organi- 
zation and for the sales people. 
Alcoa loans this film free from its 
Pittsburgh, Pennsylvania offices. 

* * * 
Tile Facts for Contractors 

@ How to Get Better Clay Tile In- 
stallations, 15 minute, color, was 
designed for the Tile Council of 
America to make overtures to local 
building contractors on behalf of 
clay tile manufacturers which the 
council represents. 

The film shows the contractor what 
to look for in working with a clay 
tile manufacturer. In the course of 
this market education, the film offers 
a brief history of tile, its durability 
and practicality, its impact on the 
home when used with imagination. 
The contractor is told what he should 
expect from carpenter and plumber 
to insure smooth tile work. Various 
kinds of tile and stages in installation 
are pictured and the contractor learns 
how to check the quality of the in- 
stallation. Purchasing the film from 
the council, the tile manufacturer 
has a pro-tile diplomat to pave his 
way among men who sub-contract 
tile work and other phases of con- 
struction. 7 
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This Jam Handy Organization production scene shows a typical automobile 
dealer service group reviewing a sound slidefilm on maintenance ideas. The 


automotive industry has been a pioneer and leading user of this medium. 


The Scripts the Thing 


by William H. Lough, President, TradeWays, Inc. 


ee THE PICTURES on a strip 
of film appear one at a time 
and produce no illusion of action, 
they can contribute little to the 
“flow” of ideas or events. No mat- 
ter how striking or beautiful, they 
remain illustrations, comparable to 
those in a magazine. Though they 
have important values, such as clari- 
fying explanations and holding at- 
tention, they necessarily play only 
supporting parts in the production. 

A question sometimes debated is 
whether the illustrations should be 
factual photographs or, preferably, 
drawings of a fanciful or humorous 
character. Actually, the question 
seems to me unimportant. In any 
event, there is no actual conflict, 
since each style is determined by the 
subject-matter. 

There seems to be a significant 
trend toward a clearer understand- 
ing by users of sound slidefilms that 
the dominating role belongs not to 
the film pictures, but to the spoken 
script. 

In step with this trend is more 
general recognition that script writ- 
ing for slidefilm calls for a distinc- 
tive technique. It has little in com- 
mon with motion picture scripting. 
It must provide the smooth continu- 
ity that the pictures lack. [t must 
have enough punch, touches of hu- 
mor, and frequent change of pace 
to capture and retain audience in- 
terest. In short, a good slidefilm 





script, unlike a motion picture 
script, makes good reading in itself. 

A natural corollary is greater em- 
phasis on first class recording. As 
a rule, professional actors are re- 
quired. However, an interesting de- 
velopment is increasing use in sound 


executives to add a personal note of 
authority. Under skillful and patient 


| slidefilms of dialog with or among 
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direction it is possible to get satis- 
factory voicing by untrained per- 
sons. 

The most important advance of 
recent years in slidefilm technique, 
within my experience, is in the 
growing use of devices for stimulat- 


ing audience participation in train- 
ing sessions. One device consists of 


stopping projection at intervals and 
calling on the audience to discuss 
what should be done next in the sit- 
uation that has been portrayed. This 
device has the merit of focusing at- 
tention on one particular phase of 
the situation at a time. Another de- 
vice consists of enacting first the 
complete story of an interview or 
incident, with accompanying ques- 
tions for discussion. The discussion 
is followed by an analysis of the 
situation and a demonstration of 
how it might have been better han- 
dled. This device has the merit of 
presenting and analyzing the situa- 
tion as a whole instead of going 
through it bit-by-bit. 

Either device makes good use of 
the sound slidefilm for its chief 
function—that is, to serve as an ef- 
ficient training aid. In this applica- 
tion the sound slidefilm can be supe- 
rior to the motion picture. It sets 
forth problems and ideas without 
the distraction of meaningless mo- 
tion and at about the right speed to 
let them be grasped, discussed and 
mentally digested. It stirs up active 
thinking and thus assures a produc- 
tive meeting. 

Obviously, the script is the vital 
element in a slidefilm designed for 
training. Preparing such scripts is 
a specialized task that requires a 
combination of writing talents with a 
thorough understanding of the spe- 
cific problems to be treated in each 
training film. 4 














FIELDS FOR SLIDEFILMS — 4 
Helping to Train 


Supervisory Personnel 


* Industry's first sergeant, the super- 
visor, possibly is the most advised 
man in the economic world. Today, 
he must strive to maintain the speeds 
and efficiency of mass production 
while coping constructively with the 
new accent on human factors. Keep- 
ing middle management up to date 
on improved attitudes and practices 
are numerous slidefilms which bring 
managerial indoctrination quickly 
and sharply into focus. 


te * ” 


Better Supervisor Relations 
@ Something to Live By, a 15-minute 
color sound slidefilm, was prepared 
for the Studebaker Corporation as 
part of a management development 
program. It is aimed at first-line and 
middle supervision and explains the 
function of the union contract in 
labor management relations. As it 
clarifies the contract's provisions and 
their effect, the film works to moti- 
vate the supervisors to become 
familiar with the contract and to 
abide by its provisions as interprested 
by common agreement. 

Individuals and society live by cer- 
tain agreements. written and un- 
written, the indoctrination film notes. 
The union contract is such an agree- 
ment and is vital to a complicated 
organization to guarantee labor-man- 
agement cooperation. After outlining 
and intrepreting the contract, the 
film suggests how the contract pro- 
visions best can be applied. ‘The 
Studebaker Corporation, South Bend, 
Ind., loans this slidefilm free. 


. * * 


General Electric Stimulates 
More Employee Suggestions 


@ Everywhere You Look, 13 minutes, 
color, was sponsored by the General 
Electric Company to stimulate new 
interest in its liberal employee sug- 
gestion program by way of moti- 
vating supervisors to encourage and 
train employees to develop and pre- 
sent their ideas. New employees and 
those whose previous ideas had been 
rejected were a potential source: of 
new techniques, the company _be- 
lieved, but it was up to the super- 
visors (who are not eligible for 
idea-awards) to reassure the aeo- 
phyte, to draw him and his sugges- 
tions out of his timid shell. 

In this cartoon-style case history a 
new employee is helped by his wife 
and a wise supervisor to submit a 
prize-winning idea. The film also re 
views for employees the care and 
impartiality with which the company 
administers the suggestion plan. Gen- 
eral Electric Company, | River Road, 
Schenectady, N.Y., makes this film 
available on free loan. . 


PART TWO APPEARS NEXT MONTH 
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NEW SOUND SLIDEFILMS: 


“Speaking of Selling’ —a Program for Salesmen 


New Series of ready-made 
£2 sound slidefilms, the Speaking- 
of-Selling Training Program, has 
been announced for sale by Henning 
and Cheadle, Inc. The program is 
offered in series form, consisting of 
six sound slidefilms of approxi- 
mately 10 minutes each. Total cost 
of the entire series is $225.00. Each 
program is available in either auto- 
matic (30/50 cycle) or manual ver- 
sion; all are black & white. 

The first two of the new series, 


LETS BE 


ABOUT MT 
We% 


“... third characteristic 
of a professional sales- 
man is his interest in 
..« This 
interest in customers, 

if sincere, will be 
quickly recognized and 
appreciated. But don’t 
make the mistake of 
relying on friendship 
alone to sell for you . . . 


his customer. 


“ 


of More 
ing geconds 
From Your 
Working 
Day 


“... make the most of 
your contact time, 
because what you do 
and say when you're face 
to face with the customer 
is as important as the 
number of calls .. . 


“ 
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titled Let’s Be Professional About It 
and Get More Seconds From Your 
W orking Day were already complete 
last month and the balance of titles 
are soon to follow. They are: 

What Makes People Buy? ; Don’t 
Let Objections Get You Down; Your 
Price Is Part of Your Sale; and 
Close the Sale, But Keep the Door 
Open. Like other programs of this 
type, any of the titles can be adapted 
for a specific sponsor by additional 
“trailer” sequences or special mate- 
rial. “Films can be changed or ex- 
panded to fit user’s needs at nominal 
cost,” according to the producer. 

The first title, “Let’s Be Profes- 
sional About It,’ runs 11 minutes 
and deals with the personal habits, 
sales attitude and customer relations 
that mark a professional salesman 
from a beginner. Get More Selling 
Seconds ° gives specific sugges- 
tions whereby salesmen can spend 
more time with prospects and cus- 
tomers: shows them how to make 
better use of this time through 
presentations and sales tools. i 


Ot value to salesmen who call 
regularly on a list of accounts 

is this second slidefilm in the 

new “Speaking of Selling” series. 
The salesman gets the facts to 

help him reduce inside detail 

time, to reduce waiting time 

and to help him make full use of time 
spent with the customer . . . 
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Nephrosis: Enemy of Childhood 


Two Pfizer Laboratories’ Films Help Fight the Disease 


Sponsor: Pfizer Laboratories Di- 
vision, Chas. Pfizer & Co., Inc. 
Title: Nephrosis in Children, 18 
min., color; and Children with 
Nephrosis, 134 min., color; both 
produced by Campus Film Pro- 
ductions in conjunction with Dr. 
Leo L. Leveridge, Director of the 
Pfizer Medical Film Department. 
* These two films have been made 
to spotlight a disease which is not 
a common condition, but one which 
most general practitioners occasion- 
ally encounter. The Children with 
Nephrosis film is intended to inform 
the lay public of the existence of 
childhood nephrosis. The character 
of the disease is shown from insidi- 
ous onset to complications. The film 
also deals with the dangers of 
nephrosis, its management and 
prognosis, as well as the need for 
more care for these children and 

more research. 

Nephrosis in Children was de- 
signed to increase practitioner's 
awareness of this uncommon but 
far from rare disease. To assist 
him in making the diagnosis and 
to increase his familiarity with the 
character of the condition, its com- 
plications and management. To 
show that the disease is not uni- 
formly fatal and has hopeful aspects. 
Both are a public service by Pfizer 
on behalf of the National Nephrosis 
Foundation, Inc. 

Nephrosis in Children, the profes- 
sional audience film employs the 
motion picture for conveying medi- 
cal information that is usually 
handled in a teaching clinic. The 
introduction emphasizes the insidi- 
ous onset of nephrosis in children, 
by showing a young child in the 
earliest stages of the disease, among 


well children at a party. The mother 
is worried by her daughter’s loss of 
appetite and notes the slight facial 
swelling. A few mornings later, 
when the child has swelling on her 
eyes, abdomen and feet, mother 
knows she must take her to the 
doctor. 


Tests indicate nephrosis and the 
child is hospitalized for study and 
treatment. The dangerous complica- 
tions of the disease are demon- 
strated — infections such as _peri- 
tonitis and pneumonia. It explains 
that control of infections is basic 
to the management of the disease. 

The film ends on a note of opti- 
mism: a nephrosis clinic is shown 
with many children who are doing 
well. A group of older children who 
have completely recovered from 
nephrosis demonstrates the fact that 
complete recovery can be expected 
in as many as 50% of the cases. 

A most interesting planning sys- 
tem was used in the production of 
these films. While it is not unusual 
for two related films to be made 
simultaneously — a device which 
usually means merely changing com- 
mentary and excising portions of 
one film to fit into a shorter version 
— Pfizer’s two nephrosis films are 
dissimilar in many respects — there 
are wide differences both in picture 
and in sound. Before production be- 
gan it was determined that two films 


would be made, and scenes for both 
films planned accordingly. 

However, so that both films could 
be printed from original material, 
thus insuring maximum picture qual- 
ity in both versions, separate takes 
were made for both films, using the 
same setup, and in other cases, 
special scenes were shot for one or 
the other film. 

Nephrosis in Children is being 
made, also, in Spanish, French and 
German language versions for use 
by professional groups abroad. 
Prints are obtainable from Pfizer 
Professional Service representatives 
or the Film Library, Pfizer Labora- 
tories. 

Children with Nephrosis, for lay 
audiences, is available from the Na- 
tional Nephrosis Foundation, Inc., 
and from the Pfizer Laboratories 
Film Library, 630 Flushing Avenue, 
Brooklyn 6, N.Y. It is cleared for 
television use. Lp 
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AURICON “Custom 


ALL AC OPERATED 


AMPLIFIER 


for Optical Sound-On-Film 




















New Auricon “Custom” Amplifier Model NR-40, featuring... 


+ Two 110 DB high-gain microphone inputs, plus speech and music control, with “Telephone- \ 

ro \ 
Tilt-up hinged Control-Panel 
construction. 


Effects Filter” key on “Input 1” for scenes involving simulated telephone conversations. 


+ “Input 3” for re-recording from Magnetic to Optical-Sound-On-Film. 


+ “Input 4” for re-recording from Disc to Optical-Sound-On-Film. SSNS WING 


GUARANTEE 
All Auricon Equipment is sold with 


+« Large, self-illuminated “Visual Sound-Recording Volume-Indicator” meter, plus individual 
illuminated meters for “Sound-Track Exposure” and “Sound-Track Noise-Reduction.” 


a 30 day money-back guarantee. 
You must be satisfied! 
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+ $845.00 complete with 115 volt, 50-60 cycle A.C. Power Supply. Microphones and Recording 


Cables extra, available as needed to operate with Auricon Cameras or Recorders. 
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NEW 16mm 


"AURICON-1200° RECORDER 


Model RM-30 for 


Optical Sound-On-Film Recording 














Available for Variable-Area or Variable-Density Optical Sound-On-Film Recording. Can be used 
with all existing Auricon Amplifiers, or with new Auricon ‘‘Custom’’ Model NR-40 
A.C. Amplifier shown above. 


Film is edge-guided by jewel-hard Sapphire surfaces, (U.S. Patent 2,506,765), for precision 


Write today for free illustrated literature on the placement of the sound track on film. 


new Auricon Amplifier, Recorder, and Accessories. q : 2. Be ee 
Triple-filtered film-flow insures “flutter-free” and “wow-free” High Fidelity Recording. 


1200 ft. film Magazines for 33 minutes of continuous recording. 
Push-button Control Panel with Indicator Lights for dependable operation. 


BERNDT-BACH, INC. 


6910 Romaine Street, Hollywood 38, Calif. 


xxx * 


$1,785.00 for Recorder only. Magazines, S-0-F Galvanometer, Amplifier, etc., extra. 
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SOUND-ON-FILM EQUIPMENT SINCE 193] st VOICE AURICON-PRO SUPER 1200 PAE PORTABLE POWER UNIT 


$695.00 $1310.00 $4652.15 $325.00 $269.50 
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Westline’s division manager jots down perti- 
nent data as he listens to tape recorded 
sales report from the field. (story below) 


he adray DETAILED written re- 
ports out of a salesman for 
many firms is like pulling teeth. 
Especially where large territories 
are involved perhaps covering 
two or three states is this true. 
After pounding his car over the 
highways several hours each day, 
he’s in no mood to sit in a hotel 
room scribbling out details of each 
call in longhand. When it comes to 
writing reports, the average sales- 
man suddenly becomes a man of 
few words. 

However communication between 
the salesman and the home office is 
no longer a problem for a West 
Westline Products Di- 
vision of Western Lithograph Co., 


Coast firm 


Los Angeles. With nine salesmen 
covering the entire East and Mid- 
west with its line of “E-Z-Code” 
printed pressure-sensitive tapes for 
wire marking, sales reports were 
sketchy, important details too often 
left out. 

“Our boys hate to write, but they 
love to talk,” explains Division Man- 
ager J. H. Bishop. “What they need- 
ed were private secretaries to take 
their dictation. Somebody they 
could take with them on the road.” 

Since this, too, posed problems, 
Westline reconsidered and came up 
with a more practical solution: tape 
recorders. 

Now Westline men carry portable 
tape recorders with them wherever 
they go, taping their reports instead. 
In a matter of minutes they dictate 
more on tape than they covered on 
paper in hours. When a salesman 
finishes a report, he simply drops 
the taupe in the mail. For less than 
a quarter, it reaches the home office 
by air in a day and a half. 

In Los Angeles, Division Man- 


Salesmen “hate to write” but they love to 
tolk and here’s how the day’s sales report is 
dictated at leisure for the home office. 





MODERN TAPE TECHNIQUES FOR BUSINESS AND INDUSTRY 


Tape Delivers the Sales Report 


ager Bishop personally listens to 
each tape jotting down pertinent 
data. If the report merits keeping, 
Bishop’s notes or the tape itself is 
filed. Otherwise Bishop talks back 
to the salesman on the same tape. 
As a result, paper work is slashed 
to a minimum. 

“With the exception of price quo- 
tations, orders, and general sales 
bulletins, we're putting everything 
on tape but the paychecks,” Bishop 
says. 

Big changes that have come 
about since the firm took to tape 
are in reality comprehensive sales 
reports enabling Westline to keep a 
more sensitive finger on the cus- 
tomer pulse. What’s more, the home 
office develops a more intimate un- 
derstanding of the salesman’s prob- 


lems and attitudes through such 
factors as tone of voice and off the 
cuff remarks. And since it gives the 
man on the road a chance to occa- 
sionally blow off steam, it results 
in a happier salesman as well. 

Time savings alone have paid for 
the recorders many times over, 
Bishop points out. Tape costs are 
negligible over a period of months 
since the tapes can be re-used in- 
definitely. 

Bishop’s latest idea is to equip 
the cars with 110 volt converters so 
the salesman can use the tape re- 
corders in their cars. Then they 
can make their reports with the 
calls still fresh in mind, and also 
pass more profitably the time nor- 
mally wasted while driving from 
town to town. Lt 


Industrial motion picture... 


“PARTNERS IN PROGRESS” 


Only experience can cut costs 


without sacrificing quality. 


There is no substitute. 


Frederick K. 


6063 Sunset Bivd. Hollywood 28, HOllywood 4-3183 
OUR 30TH YEAR 
Slide films © Motion pictures ® TV films 








Here’s the Bell “Cub-Corder” battery-powered 
dual-track tape recorder. (story below) 


Bell’s New Cub-Corder Puts 
Tape Equipment in Brief Case 
* The Cub-Corder, a portable bat- 
tery-powered dual track tape re- 
corder, has been announced by Bell 
Sound Systems, Inc., Columbus, 
Ohio. The Cub-Corder was designed 
as an aid to reporters, detectives 
and others who frequently need to 
record in locations where it is diffi- 
cult or impossible to use a standard 
recorder. Its strong frequency re- 
sponse is said to make it a good 
unit for radio coverage of “re- 
motes” and on-the-spot news cover- 
age. 

Utilizing rechanegable non-spill 
wet battery and a 67!%-volt “B” 
battery, the Cub-Corder will record 
for one hour at 3%4 ips or 30 min- 
utes of recording at 7'% ips on a 
single 5-inch 600-foot reel of tape. 
The 74% ips speed provides a wide 
frequency response. The machine 
also is available with capstans for 
1% ips and 3%4 ips and using the 
new long playing tapes at 17% ips it 
will record three hours. 

Housed in a handy carrying case, 
approximately the size of the aver- 
age brief case, the Cub-Corder 
weighs only 12% lbs. and may be 
carried by a handle or shoulder 
strap. The entire operation is con- 
trolled by a switch on the micro- 
phone. A high impedance output 
jack is provided for earphones or 
external amplifier and fast-forward 
and rewind are at 37° a second. A 
built-in oscillator permits playing 
through any radio. Complete details 
on the new unit may be obtained 
by addressing Bell Sound Systems, 
Inc., 555 Marion Road, Columbus 
7, Ohio. 

+ * * 
Transfilm Bidg. Gets Face Lift 
* The Transfilm Building has re- 
ceived a face-lift—marble walls, new 
elevators, indirect lighting are 
brightening the building at 35 W. 
45th Street, New York. 
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How other firms are improving 
business with pictures 





Factory in a film can 


“Wrap our plant in a package so we can 
carry it along on sales calls!’ With these 
instructions to movie producers Farrell & 
Gage, General Manager Jack Kleinoder 
ordered a 16mm. color film about Volkert 
Stampings, Inc., Queens Village, N. Y. 

Filmed with a Cine-Kodak Special Il 
Camera, the 20-minute movie explains 
Volkert's electronic parts manufacturing 
services to development engineers. “We 
credit the film,” says Kleinoder, “with a lot 
of unsolicited orders which helped to pull 
us successfully through a slack period.” 





Stereo surpasses samples 


You can't carry samples when you're selling 
furniture. But Charles W. Leard, Sales 
Manager of Jackson Chairs, Inc., wanted 
something more appealing, more persuasive 
than ordinary catalog pictures. After talking 
his problem over with a Kodak dealer, he 
decided to try dramatizing his products 
with 3-dimensional color slides made with a 
Kodak Stereo Camera. The results were so 
vivid that all the Jackson salesmen are now 
equipped with Kodak Stereo Viewers and 
selling successfully with Kodachrome Stereo 
Slides. 





Scale problem 
scaled with slides 


A new product brought a new problem to 





Projector breakdowns don’t 
trouble this captain’s mind 





“We simply can’t afford a projector break- 
down,” says Tony Marinkovich, Captain 
of the French Sardine Company’s “Star 
Kist,” mother ship of a huge tuna fishing 
fleet operating out of San Diego, California. 
““Movies are the heart of our employee-rela- 
tions program. We even have a helicopter 
fly new films out to us. The Pacific’s no 
place for a projector breakdown. An inter- 
ruption of our movie program can mean a 
mighty unhappy, unproductive crew. 

“That’s why I take aboard the Pageant 
Sound Projector you see with me here,” 
adds Captain Tony. “It not only stands up 
against the salt air and rough usage, it takes 
the gaff without a bit of maintenance.” 

No wonder. The Kodascope Pageant is 
the only 16mm. sound projector designed 
to by-pass the most common cause of pro- 
jector failure—under- or over-oiling. It’s 


permanently pre-lubricated—never needs a 
drop of oil! 


For sales and training 


Whatever your business, if you use movies, 
this projector ruggedness can be valuable 
to you, too. Salesmen on the road, for ex- 
ample, give their projectors a real beating. 
Even in the home office, where a projector 
is used for training by many different peo- 
ple, oiling and maintenance schedules are 
hard to keep track of. But with a Pageant, 
you never have to worry. 

And to,assure brilliant screenings with 
superb sound, Pageant 
Sound Projectors have 
many more outstanding 
features. Just send the 
coupon for a free cata- 
log with full details. 
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the Toledo Scale Company. Introducing , Sua 5 ROO ie, ie aman RE Seem « Wee” | 
their new Valueprint System—for imprint- 
et ro ceteris Sytem ter inert’ | EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 
color and showmanship. Yet they wanted Please send me the name of nearest Kodak Audio-Visual Dealer and complete information on 
to do it as economically as possible. | 
lve did & dramatically end succes- l equipment checked: [_] Kodascope Pageant lémm. Sound Projectors [_] Cine-Kodak Special ll 
ly," says Advertising Manager C. H. Camera Kodaslide Signet Projector Kodak Stereo Camera 
Cadwallader, “by showing it at nationwide | - ” J = aiegegs 
sales announcement meetings with Koda- | NAME 
chrome slides and seven Kodaslide Signet 
500 Projectors.” Hier ang: 
| COMPANY 
How can you use photography to boost sales, | STREET. 
cut costs, and improve efficiency? Your Kodak ary s 
Audio-Visual Dealer can help you answer this | — 
question. ee ee ee ee eee 
* VOUtCUME 16-¢ 19538 
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Proves Value in Training— 
Red Cross Film Set for TV 

* The Care and Use of the Clinical 
Thermometer, a new film which 
early distinguished itself as a nurse- 
teaching aid, is being made avail- 
able to television stations cooper- 
ating in an extensive educational 
campaign sponsored by the Ameri- 
can Red Cross. 

Studies in selected areas of the 
country show that most people do 
not have the basic knowledge re- 
quired for correct use of the ther- 
mometer, an essential instrument in 
safeguarding family health, accord- 
ing to Ann Magnussen, director of 
the Red Cross nursing services. 

The 14-minute film explains how 
to read, clean and care for the 
thermometer and gives instructions 
on keeping a record that will help 
the doctor determine the treatment 
for the patient. It was produced 
through a grant from the Becton, 
Dickinson Foundation, by The In- 
stitute of Visual Training. 

The Red Cross has employed the 
film successfully in its home nurs- 
ing classes and in high school 
classes. A study of the film as a 
substitute for an instructor de- 
scribed the results as impressive and 
significant for emergencies where 
large portions of the population 
need such training and the number 
of qualified instructors is limited. 

“Even without guided practice 
after the film presentation, there is 
a very substantial acquisition of 
correct knowledge and skill,” the 
report concludes, Miss Magnussen 
used the film in the Far East, as- 
sisting volunteers who are bringing 
the Red Cross teaching program to 
dependents of American military 
men. me 
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Atlas Film Corp. Assigned 
Budweiser Champ Bowling Film 
# With bars and bowling alleys fre- 
quently under the same roof and 
the beer break established as a cus- 
tom of bowling, the sponsorship of 
bowling teams by brewers is a con- 
venient promotional unity. Support- 
ing this circle of interest is a new 
film, Let’s Roll With the Champions, 
in production for Anheuser-Busch 
at Atlas Film Corporation, Oak 
Park, Ill. 

The film’s championship cast in- 
cludes five members of the Bud- 
record-holding Anheuser- 
Busch team. The “Buds” set the 
1954-55 team mark for the nation, 
3,565 pins, on St. Louis lanes in 
February of this year. 

Al Bradish will direct the black 
white film from a script by Hal 
Secor. Bill Stern will provide a 
sportsman’s narration. Shooting 
starts in July. 


weisers, 
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What’s New in Business Pictures 





Field Reports on Sponsored Film Production 


Motion Picture History Told 
in Naval Photo Center Film 
* Origins of the Motion Picture, a 
filmed history of the development 
of practical motion picture pho- 
tography and projection, will be 
released soon to Navy film libraries 
by the U.S. Naval Photographic 
Center at Washington, D.C. 

Produced for instructional use in 
the Naval Photographic School, 
Pensacola, Florida, the 20-minute 
production also provides profes- 
sionals with background informa- 
tion on man’s search for ways to 
pictorialize action. The film traces 
motion picture history from the 
cave drawings of Altamira, Spain, 
to Edison’s Vitascope. 

The story of scientific progress is 


told by means of still photographs, 
original artwork, stock motion pic- 
ture footage— some of it repro- 
duced from paper film — and live 
photography. Chief sources of in- 
formation and equipment were the 
Library of Congress and the Smith- 
sonian Institute. Other groups as- 
sisting were the Thomas A. Edison 
Foundation, West Orange, N.J., and 
Eastman House, Rochester, N.Y. 
Among devices demonstrated in 
the film are the Thaumatrope, 
demonstrating persistence of vision; 
the Zootrope, a revolving cylinder 
giving the illusion of motion; Edi- 
son’s drum picture machine and his 
1889 Kinetograph, the first sound 
motion picture machine to use roll 


film. 





Beats a Sunset! 


@ 35mm color release prints 


@ Kodachrome printing 


@ 35mm filmstrips 


@ 16mm Kodachrome enlarged to 35mm color 


TRI 


Let our Tri Art Color Special- 
ists show you how to make 
prints that will do a better 
selling job. 








CORPORATION 





245 West 55th Street, N. Y. 19, N. Y. © Plaza 7-4580 
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Prints of Origins of the Motion 
Picture will be offered for sale 
through the U.S. Office of Educa- 
tion. The film has been selected for 
showing at the Edinburg and Venice 
film festivals held in August. 

Jay E. Gordon, project super- 
visor at the Naval Photographic 
Center, acted as writer, director and 
supervisor of production. Gordon is 
leaving the Naval Photo Center to 
join the Missle and Control Equip- 
ment Division of North American 
Aviation, Downey, California, as 
writer-director in the company’s 
film program. ye 
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“A Place to Live” Is First 

of Series on Problem of Aged 
* Production of the first of a series 
of new films on the problem of the 
aged has begun at Dynamic Films, 
Inc., under the direction of execu- 
tive producer Lee Bobker. 

The film, to be titled A Place To 
Live, is being made for the National 
Social Welfare Assembly, a central 
organization of the welfare organi- 
zations which has been much con- 
cerned, through its National Com- 
mittee of the Aging, with geriatric 
problems. 

The picture will be a general 
treatment on old age with particu- 
lar emphasis on Homes for the 
Aged. Although the committee 
believes that only a small percentage 
of older people should have to seek 
shelter care in “Homes,” 
cases where it is necessary there 
should be certain standards of 
facilities and care set up to counter- 
act the appalling conditions now 
found in too many “Old People’s 
Homes.” 

The film, which will be 25 min- 
utes in length, 35mm b/w, was 
written by Ralph Schoolman, and 
will feature Loretta Leversee in the 
leading role. 

In addition to its interest in pri- 
vate and governmental social wel- 
fare organizations, A Place To Live 
has been designed to appeal to in- 
dustrial and labor organizations 
concerned with problems of aged 
employees and members. A second 
film scheduled for the series will be 
about retirement. 

Information on the new series 
may be obtained from Miss Geneva 
Mathiason, Secretary of the 
National Social Welfare Assembly, 
345 E. 46th Street, New York 17. & 
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Continental Can Retail Film 

® The Continental Can Co. has re- 
tained Transfilm, Inc., to produce a 
retail merchandising film to be 
called The Grocer and the Canny 
Dragon. Alec Wilder is writing the 
original music. 
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Hill Acquires Olympus Films 


¢ Olympus Films Productions, Inc., 
recently was purchased from WLW 
Promotions, Inc., by James B. Hill, 
Olympus General manager. The 
studios and offices will remain at 
the present location, 2222 Chicka- 
saw St., Cincinnati, Ohio. 

Olympus will continue to produce 
industrial films but will also expand 
operations to include editing, script- 
ing and motion picture consultant 
services and a complete slidefilm 
service. 

Olympus currently has in pro- 
duction color sound films for Avco 
Manufacturing Corporation, Ly- 
coming and Crosley Broadcasting 
Corporation. Hill previously was 
afhliated with several advertising 
agencies including Foote, Cone and 
Belding, Lord and Thomas, Brooke, 
Smith, French and Dorrance, Inc., 
and Knox Reeves. 


Jack Frost Spotlights Stars 


* Bright lights are the kind that 
shine on topflight celebrities and 
a number of these have been find- 
ing their proper illumination under 
the guidance and facility of Jack 
Frost of Detroit. 

Three stars who recently have 
been given the first magnitude treat- 
ment by the Frost team of theatrical 
lighting specialists are George 
Gobel, Dave Garroway and Horace 
Heidt. For the Garroway Today 
telecast, the lighting crew set up 
their big lamps in Detroit’s Chrysler 
Salon. 
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TYPE TITLES 


Knight Title Service 


Telephone: WA 








SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 
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The Screen you asked for... 


the new RADIANT CreOMMaNTe?, 


Here is the Projection Screen that incorporates al// the features requested by 
leading business, sales and industrial users of motion pictures and slides. The @ @ @ @ @ 
Screenmaster offers a brilliant reflective surface, amazing ease of setting-up and 


dismantling, rugged trouble-free construction, plus colorful streamlined design 
that enhances every showing. 


New “FRICTION CLUTCH” 
CARRYING HANDLE 


New “ATOM-ACTION’” LEG OPENING 


A 


The Screenmaster offers a new sensitive trigger- 
type leg opening device. One touch of your toe— 
and POW!—all three legs spring into proper 
position. No stooping, no lifting, no sticking. 
























Pa’ 











New grip fit handle for easier carrying . . . in- 
corporates friction clutch with gliding action 
for instant adjustment of screen to any height. 
Illustration also shows, just below the handle 
the Screen Leveller for horizontal levelling of 
screen when floor is uneven. 


The World’s Most Complete 
Line of Projection Screens 


There is a Radiant screen for every need — Por- 
table tripod models, Wall Screens, Ceiling Screens, 
Table Models, Lace and Grommet Screens — and 
the new wide screens in sizes from 


improveo ‘Vyna-Flect” 
SCREEN FABRIC 


30 inches to 30 feet! ... 


The Screenmaster utilizes 
the newest development in 
beaded screen fabric. It’s 
washable and mildew- 
proof—and gives you bril- 
liant, contrasty pictures. 






be Plus MANY OTHER FEATURES 


Including added ruggedness, new leg lift-up 
tab, stronger cases, new finish and colors. 
Write for illustrated catalog and complete prices. 


RADIANT 


RADIANT MANUFACTURING CORP. 


1225 SOUTH TALMAN AVENUE * CHICAGO 8, ILLINOIS 
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Bell & Howell 16mm Projector 
Telecasts Mag, Optical Sound 


* A 16mm motion picture projector 
for telecasting magnetic as well as 
optical sound films was introduced 
at the recent National Association 
of Radio & Television Broadcasters 
Convention in Washington, D.C. 

Produced by Bell & Howell Com- 
pany, Chicago, this unit is described 
as the first tv projector which need 
not be electrically locked to the tele- 
cast signal, a factor which elimi- 
nates a special motor drive, making 
for lower installation and mainte- 
nance costs, easier operation. To 
telecast a movie it is necessary only 
to set up the projector and press a 
button. 

The new projector, the Bell & 
Howell 614 CBVM, is built to meet 
the specifications for sound and pic- 
ture quality established by the 
Armed Forces for the JAN l6mm 
sound motion picture projector. 
Like the JAN, it has sapphire film 
guides and a carboloy shuttle for 
long life. 

The magnetic playback feature 
gives television stations an added 
program tool—for telecasting news- 
reels and “on-the-spot” movies. 
Magnetic sound on film, which can 
be played back for telecasting with 
the new projector, is quickly re- 
corded and the sound commentary 
remains synchronized with the ac- 
tion. The actual recording of the 
film will be done on separate equip- 
ment, this unit being for playback 
only. 

Magnetic striping of l6mm film 
is available as a service from Bell 
& Howell Company and other or- 
ganizations. Striping machines, with 
which television stations can apply 
their own magnetic stripe to the film 
edge, now also are obtainable from 
several manufacturers. 

The projector has a shutter speed 
compatible with the tv scanning 
rate and synchronizes perfectly with 
the Vidicon TV camera. With a 
300-watt, 25 hour lamp it provides 
illumination for either black and 
white or color Vidicon cameras. An 
electrical reverse eliminates hand 
re-winding for cueing. All functions, 
including a change-over circuit 
from one unit to another, can be 
operated at the projector as well as 
by remote control. 

In its “building block” or unitized 
construction, each major component 
is designed as a self contained unit. 
Any unit can be removed for re- 
placement or service. An hour 


counter records operating time as 
an aid to systematic maintenance. 

Bell & Howell expects the new tv 
projector to be available in Sep- 


ternber. mg 





NEW AUDIO-VISUAL EQUIPMENT 


Recent Equipment Developments for Production and Projection 
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Film chain for telecasting in monochrome. The new Bell & Howell TV 
projectors play back magnetic as well as optical sound on film. 
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Among the prints in your Film Library, there 
are undoubtedly some which, through hard, 
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Cost? Surprisingly low! Write for Price List. 


KERLESS 


FILM PROCESSING CORPORATION 


165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 
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BUSINESS SCREEN MAGAZINE 





Twin-Selectroslide With 
96 Slide Capacity Announced 


* Business firms, salesmen and 
others concerned with showing 
great numbers of slides to prospect 
groups will be interested in the new 
Twin-Selectroslide projector an- 
nounced by Spindler & Sauppe, Los 
Angeles. 

The Twin-Selectroslide has a 
capacity of 96 (2 x 2) slides but 
any number of magazines could be 
projected in an uninterrupted lec- 
ture. The turbin-cooled projector 
takes 750 and 1000 watt lamps. 
The automatic slide changing unit 
projects slides made from natural 
color or black and white 35mm 
film. Projection is by remote con- 
trol or set automatic controls. 

Sound may be adapted in several 
ways including an arrangement for 
continuous sound for exhibit oper- 
ation without an operator. Also 
available is a special tape recorder 
producing an inaudible impulse at 
the end of the text to each slide, 
regardless of the length of the nar- 
ration. 

A control unit, mounted at the 
rear, permits the Twin-Selectroslide 
to operate automatically at slow 
speed (changing slides every 16 sec- 
onds) or at fast speed (changing 
every 7 seconds). A control switch 
allows the unit to be operated on 
only one magazine by remote or 
automatic control at the two speeds. 
The remote control cord can be ob- 
tained in any desired length to ac- 
commodate lecturers who prefer to 
change slides themselves from the 
speakers platform. 

The No. 350 Twin-Selectroslide is 
available with projection lenses 
ranging from 2 to 11-inch focus and 
with a special mount to accommo- 
date the large Eastman “Ektar” 
lenses. Le 
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Cinekad Folder Depicts 
Wide Selection of Film Units 


* Illustrated data sheets on all mo- 
tion picture equipment available 
from Cinekad Engineering Com- 
pany are offered in a folder issued 
by the New York firm. 

Pictured and described are such 
items as tripod dollies, swivel ball 
joint attachment for tripods, tripod 
triangles, camera shoulder braces, 
microphone booms, synchronous 
motor drive for 16-35mm_projec- 
tors, synch-motor drive for the Arri- 
flex, Bolex, Cine Special and Pathe 
cameras, blimps, hydraulic elevator 
tripods and other kindred equip- 
ment. 

Copies of the folder are available 
free at Cinekad dealers or direct 
from the company at 500 West 52nd 
Street, New York City 19, N.Y. 








CASE HISTORIES 





The UAW-CIO Prepares a Film 
on the Guaranteed Employment Plan 


Sponsor: UAW-CIO labor organization. 

Title: Work or Wages Guaranteed, 18 min., 
color, produced by Sound Film Studios. 

* In preparation for the important negotiations 

which took place early this month with Ford and 

General Motors, the United Automobile-Aircraft- 

Agricultural Implement Workers of America 
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newsreel, industrial and 

educational films. Does complete 


reversal processing job, from camera to 

projector, in 25 minutes including 

developing, reversing, bleaching, fixing, 

washing, drying, footage count. 

A complete negative, positive, and 

reversal machine. Regular price $5575.66. 
Specially priced, in new condition, 


for a limited time only... 
Write for details. $2495 
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(UAW-CIO) prepared a film on the Guaranteed 
Employment Plan which was the union’s “asking 
price” in negotiations. 

As explained in the film, the terms of the 
UAW’s plan, which became familiar to everyone 
during the days preceding settlement, asked for 
100% pay during layoff periods, plus other con- 
siderations, though it was obvious they would 
accept considerably less if the Guaranteed An- 
nual Wage principle could be won. 


Made at Low Cost by Detroit Studio 


Titled Work or Wages Guaranteed, the film is 
an 18-minute, color production made at small 
cost in Detroit by Sound Film Studios, with tech- 
nical advice by Don Peters of the Audio Visual 
Department of Syracuse University. After show- 
ing scenes of the background of UAW and the 
strife which led up to UAW-CIO’s present posi- 
tion as bargaining agent for 1,300,000 auto 
workers in 40 states, the film gets down to 
specific cases by staging a mock collective bar- 
gaining session with management vs. union. All 
parts were played by UAW members. As pre- 
sented in the film, the GAW principle seems, of 
course, to be completely sweet, reasonable and 
workable. 


Shown to Members Preceding Talks 


Work or Wages Guaranteed was shown to as 
many UAW members as possible in the month 
preceding the contract deadline at Ford and 
GM; it will find further employment as negoti- 
ations begin at Chrysler and other corporations 
with which UAW has contracts. 

Non-union audiences may obtain the film for 
rent or by purchase irom Contemporary Films, 
13 East 13th Street, New York. Rental: color, 
$15; b/w, $7.50. Purchase: color, $150; b/w, 
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‘Man Against Hunger’ Released 
by Allied Chemical & Dye Corp. 








Sponsor: Allied Chemical & Dye Corp., Nitro- 
gen Division. 

Title: Man Against Hunger, 13 min., color, pro- 
duced by Americana Productions, Inc. 


* This new film has been made from about two 
hours of footage contained in old Allied films 
which have been lying fallow on the shelves for 
several years. Though not made from new pho- 
tography, the resulting picture shows little of its 
age. It is spruced up with an animated opening 
(by Visualscope), slick editing and excellent 
narration by Joe Julian. 

The principal points of interest are a series of 
stop motion shots of the germination and growth 
of seeds and young plants, showing the effect of 
nitrogen on their growth and health. 

Allied makes such brand name fertilizers as 
Urea 45 and Arcadian 12-12-12, also sells the 
nitrogen components to other plant food manu- 
facturers. 

The picture is available on free loan to any 
interested audiences. TV stations may also obtain 
the film. (It played the NBC flagship stations, 
WRCA-TV, early this month.) The Tom Boggs 


| Organization supervised the production for 
| the Nitrogen Division of Allied. a 
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DO YOUR FILMS 
JUST ENTERTAIN ? 


OR DO THEY GET 
ACTION Too! 





OUR CLIENTS SAY- 
“GANZ FILMS 


GET ACTIONS 


WILLIAM J. GANZ COMPANY, INC. 
PRODUCERS AND DISTRIBUTORS 
OF MOTION PICTURES, SLIDE FILMS 
AND TV COMMERCIALS 


40 East 49th Street 
New York 17, N.Y. 
Eldorado 5-1443 


NOW IN OUR 36th YEAR 
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pee SURE THAT a nation-wide 
of home 


audience builders 
learns that it is “an organization of 
producers manufacturing quality 
growing trees 
Western Pine 
Association of Portland, Oregon has 


lumber today and 
for tomorrow,” the 


been circulating 16mm sound mo- 
tion pictures of its members’ activi- 
ties since 1936. 

Harvesting the Western Pines, a 
black and white film produced in 
1936, prompted a second film in 
1937 — Fabricating Western Pines. 
In 1939, Building a Home with 
Western Pines was released. 

The “forest-to-you” and “this-is- 
how-we-make-it” themes of these 
films responded to the American in- 
natural and industrial 
wonders and to the curiosity of the 


terest in 


home conscious. The Western Pine 
Association attributes much of the 
success with individual showings to 
dealer demand. Borrowing the films 
often, the dealers use them for sales 
staff education and customer con- 
tact, presenting them before local 
and School 


showings likewise have swelled the 


clubs service groups. 
audience total. 
1945 


movies 


West- 
50,204 


country 


1953, 


received 


Between and 
Pine 
showings throughout the 
with a total counted attendance of 
4,464,036, Additionally, during the 
five year period ending in 1953, 
the films rolled up a total of 261 
television showings before an esti- 
mated audience total of 116,830,- 
271. 

Western Pine’s first color picture, 
The Bounty of the Forest, was re- 


em 


Scenes above and below are typical! of 
Western Pine logging and 
tions in current films of that type described 


in this field report. 
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Visuals Promote the Western Pine 


Since 1936, the Western Pine Association Has 
Used 16mm Sound Motion Pictures to Reach 
Home Builders, Dealers 


leased in 1953 to replace Harvest- 
ing the Western Pines. All the films 
now have been cleared for tv. They 
usually are accepted by stations with 
open retail lumber 
dealers sponsor The Bounty of the 
Forest on local stations. 

The Bounty of the Forest, pro- 
duced in black and white and color 
versions for the fullest possible tv 


time slots, but 


distribution already has proved out- 
standing, having been viewed by an 
estimated 67,500,000 persons dur- 
ing 1954. Placed through the Pub- 
lic Service Network of Princeton, 
N.J., it recently was shown over a 
hookup which blan- 
keted the eastern half of the United 


37-station tv 


States. This showing was held dur- 
ing top time periods on a Satur- 
day night in Eastern and Central 
time zones. 

In the 16 months since its re- 
lease, Bounty of the Forest has reg- 
istered in 4,266 bookings, not in- 
cluding 66 bookings on tv. This 
film also is aimed at school groups 
with an accompanying study guide 
of 25 questions keyed to the pro- 
duction and end-use phases of the 
film. 

Other than the tv bookings by 
PSN (300 in 1954), all circulation 
of Western Pine Association films 
is handled through the organiza- 
tion offices at 510 Yeon Building, 










Films are under- 
stood better and re- 
membered longer — with 
Victor's superb sound and pic- 
ture quality. 


The new VICTOR 16mm 


SOUND PROJECTOR 


is easy as 1-2-3 to operate 
Easy 3-spot threading . . 
drive sprocket. 
trol panel, softly illuminated). 


volume. 


ee ros — 


film trips 
projector 
emergency. 





. over sound 
drum, through film gate, on to single 


Easiest to operate (with finger-tip con- 
Start 
motor, turn on lamp, adjust sound 


Easiest on your films — 3-spot safety 
protect films by stopping 
immediately in case of 


SALES FILMS 


TRAINING FILMS 











YOU CAN TAKE IT WITH YOU 


The new Victor is lightweight! 
Carry it with you from department 
to department, from plant to plant, 
or from city to city. Victor is 
smartly styled, too . . . looks like 
fine luggage and isn’t any larger. 


SEND FOR FREE FOLDER TODAY 


VICTORG. ers, 


Dept. L-65, Davenport, lowa, U.S.A. 
A New York — Chicago 
“ Pree Quality Motion Picture Equipment Since 1910 








Latest Western Pine 

Film Is “Operation Attic” 
* Reaching the lucrative re- 
modeling market is the objec- 
tive of the latest Western Pine 
Association picture, Opera- 
tion Attic, a 20-minute color 
| film just recently released for 
public distribution. 

The new subject joins the | 
growing library of the As- | 
sociation as the first of a | 
planned series of “how-to-do- | 
it” films designed to show | 
home owners the simple steps | 
in remodeling and finishing. 








Portland 4, Oregon. The three films 
currently available on free loan in- 
clude the Association’s two hardy 
favorites and the new tv pacemak- 
er: 

Fabricating the Western Pines, a 
35-minute black and white instruc- 
tor on the fabrication and assembly 
of sash, doors, frames and screens 
as made from Western Pines, por- 
traying their proper installation in 
house construction. Seen are the ma- 
chines, tools, methods. 

Building a Home with Western 
Pines, filmed in black and white 
with color closing scenes, this pic- 
ture spends 25 minutes on the step- 
by-step construction of a Cape Cod 
Colonial home made from Western 
Pines. These sequences shot 
during the building of the Western 
Pine Home at the Golden Gate In- 
ternational Exposition. In close-ups, 
craftsmen make clear the qualities 
and uses of Western Pine wood. 

The Bounty of the Forest, a 28- 
minute documentary filmed in color 
and black and white (tv), begins 
with a brief treatment of America’s 
natural resources since the country 
was settled, flows into the history 
of forest resources and describes 
modern tree farming and forest pro- 
tection. Harvest (logging) and mill 
operations are visited. The viewer 
is taken to the Western Pine Asso- 
ciation laboratory and product util- 
ization is covered. 

The Western Pine Association be- 
gan in 1952 to sponsor a series of 
13 1-minute theatre films for local 
commercial advertising. These films 
have been used a total of 2,676 
weeks and shown before 8,128,000 
viewers. 

* * * 
Where to Get These Films 
* Prints of Western Pine films may 
be obtained by adult groups writing 
to Association hdq., 510 Yeon Build- 
ing, Portland 4, Oregon. Films are 
free except for one-way transporta- 
tion charges. iy 
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Designed for uniformly-illuminated TV 
image is new Eastman Model 300. 


Eastman 16mm Continuous 
Projector for Color Telecasts 
*A new 16mm projector designed 
to improve the quality of color tele- 
vision film programs by providing 
a continuous, uniformly-illuminated 
image, has been announced by the 
Eastman Kodak Company. 


Designated the Eastman 16mm 
Continuous Projector, Model 300, 
the machine is entirely new in de- 
sign except for the sound head 
which is similar to the head used 
on the Eastman Model 25 Projector. 
Special features include an f/1.6 
optical system and automatic com- 
pensation for film shrinkage. 

The optical system on the new 
projector has a collimating lens of 
25” focal length; tilting, rotating 
mirrors to compensate for film 
travel; and a 3” f£/1.6 objective 
lens focused on the film. A flying 
spot television tube is used as the 
light source. 


The projector operates at the 
standard speed of 24 frames per 
second. The mechanism is driven 
by an 1800-rpm synchronous motor 
which is loosely coupled to a small 
synchronous motor in the sound 
head to keep the two motors in 
phase during starting and stopping. 

Automatic compensation for film 
shrinkage is accomplished by the 
use of a special sprocket. The film 
is fed over a curved gate and 


around a _ spring-loaded, pivoted 
roller to a second sprocket, which is 
geared to the controlling sprocket. 
The pivoted roller and its linkage 
which effectively measures the pitch 
of the film between the two sprock- 
ets, assumes different positions for 
various degrees of film shrinkage. 
The projector is equipped with 
arms to accommodate 3,000 foot 
reels. It is contained in a cast alumi- 
num housing which is mounted on 
top of an electronic scanner unit. 
Information regarding the East- 
man 16mm Continuous Projector 
may be obtained from Motion Pic- 
ture Sales Department, Eastman 
Kodak Company, Rochester 4, New 
York or from suppliers of television 
station equipment. Le 
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Non-Magnetic Film Splicer 
Works with All Film Bases 
* Clear Vision Magnetic Film Spli- 
cer, a completely non-magnetic 
splicer which works on all film bases 
— including duPont Cronar Polyes- 
ter base which cannot be spliced 
with conventional cements — is 
being distributed by Camera Equip- 
ment Company, New York. 

The splicer is said to make a 
strong butt or lap splice, straight or 
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diagonal, in l6mm, 35mm _ and 
174mm film. The splicer uses the 
newly developed Mylar perforated 
transparent splicing tape, only 1! 
mils thick. 

Camera Equipment Company 
states that the splices do not show 
on the screen. Butt splices, taped on 
both sides for maximum strength, 
are only 3 mils thicker than un- 
spliced regular safety film, yet have 
5 times its tensile strength and wear 
resistance, the company points out. 
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WMotion Picture Production 
FILM ASSOCIATES 


610 NORTH WOODWARD AVENUE 


BIRMINGHAM, MICHIGAN 


TELEPHONE MIDWEST 4-3619 


ESTABLISHED IN PENNSYLVANIA IN 1940 
REORGANIZED IN MICHIGAN IN_ 1953 


pessociated Studios cn 


DETROIT — CHICAGO — NEW YORK 
BALTIMORE — WASHINGTON 

ST. LOUIS— NEW ORLEANS — HOUSTON 
SAN FRANCISCO —LOS ANGELES 


JAMES BE. MacLANE, Executive Producer 


20 YEARS PROFESSIONAL EXPERIENCE IN FILM PRODUCTION 

















YOU WILL FIND THE— 


CAMART TIGHTWIND ADAPTER 


Used by: 


Film editing departments 
Film Opticals 

Film animators 

Film handling rooms 


Film libraries 
Laboratories 
Inspection tables 
Television film depts. 


§ REASONS WHY: 
@ For faster and smoother coring 
of film. 
Designed to fit all rewinds. 
Saves storing of film on reels. 


For left and right side rewinds. 
Chrome plated ball-bearing film 
guide roller. 

@ Core adapter fits male and fe- 
male 16mm and 35mm plastic 
cores. 


PATENT 
PENDING 


@ Eliminates film cinching and 
abrasions. 


@ Does not interfere with normal 
use of the rewind. 


PRICE: $29.00 — MONEY BACK GUARANTEE! 


THE CAMERA*MART, INc. 


1845 Broadway at 60th St. Phone: Circle 6-0930 
NEW YORK 23, NEW YORK CABLE: CAMERAMART 
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Stancil-Hoffman Model S6 


New Professional Magnetic Film 
Line Shown by Stancil-Hoffman 
*A new line of professional mag- 
netic film equipment has been an- 
nounced by the Stancil-Hoffman 
Corporation. Designed as the Model 
S6 system, the equipment has been 
brought out to answer the require- 
ment for portable recording sys- 
tems that can be operated from nor- 
mal AC sourées or batteries. 

The studio production unit con- 
sists of three cases 10%4 by 141% x 6 
inches. One case contains a two- 
channel microphone preamplifier 
mixer with an announce microphone 
and buzzer system. The second case 
contains the recording amplifier, 
playback amplifier, and power sup- 
ply. The third case contains the film 
transport or sprocket drive. It is the 
heaviest of the cases, weighing 24 
pounds and has a film capacity of 
L000 feet. One of the S6 systems is 
complete within a single case. 

The 56 engineered 
around a 24 volt battery supply be- 
cause of the availability of extreme- 
ly efficient and well packed 24 volt 
batteries. A full line of inverters 
and converters is available for any 


system is 


camera and recorder combination. 

The S6 is available for 16 or 
174mm film. Many accessories can 
be used with the 56 including sound 
powered telephones for intercom- 
munication, lightweight portable 
microphones with wind 
special directional 
cables, batteries, and other equip- 
ment necessary for complete sound 
channels. 


screens, 


microphones, 


A complete description of the 
various camera drive systems for 
field operation is available from 
Stancil-Hoffman Corporation, 921 
North Highland Avenue, Hollywood 
38, California. 4 

* ” * 

TDC Stereo Slide Table Viewer 
Announced by Bell & Howell 
*A new TDC stereo slide table 
viewer designed for use by small 
groups recently was announced by 
the TDC Division of Bell & Howell 
Company, Chicago. 

The viewer projects a stereo still 
picture on an 8 x 10 screen similar 
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NEW AUDIO-VISUAL EQUIPMENT 


Recent Equipment Developments for Production and Projection 


to that of a television set. The pro- 
jector and screen are combined into 
one lightweight, blower cooled, 
With the new 
projector, slides may be viewed in 
fully lighted rooms. Its black screen 


15'-pound unit. 


is said to provide sharp contrasts 
and the hood, which shields the pic- 
ture from reflected light, to enhance 
the value and depth of the stereo 
picture. 

The 761G Stereo Table Viewer 
is similar in appearance and oper- 
ation to the TDC Stereo Project- 
Or-View. Unlike the 


View, the new unit does not contain 


Project-( )r- 


a converter for projecting on a large 
screen, nor does it accommodate 2 x 
2 two-dimension slides. Focus, verti- 
cal and horizontal adjustments are 
separately controlled by three knobs 
on the front. The focus knob con- 





trols both lenses, making individual 
lens focusing unnecessary. Once 
properly aligned, no further adjust- 
ment is needed with properly 
mounted slides. 

The viewer takes any ASA 
(American Standards Association) 
14 x 4inch stereo 
glass, metal, cardboard or light- 
weight plastic. The housing is of 
die cast aluminum and Royalite. 
Twin 200-watt lamps are standard 


mounts of 


equipment. 300-watt lamps may be 
used. Two 3-inch {/2.8 lenses are 
provided with the unit. 

Accessories for the new viewer 
include a carrying case with storage 
area for the slide changer, a Stereo 
Selectron tray loading automatic 
changer, which holds up to 30 slides 
and a carrying case for the trays. 
The unit now is available from TDC. 


/f you're in the 
MOVIE business 


...and INSIST on 


“special musical score’ 
results at “library” prices 


4c 


call KANSAS CITY 
—=O=— 


Complete Services . . . Color Processing & Printing, 
B/W Processing & Printing, Recording, Editing, 
Optical Effects, Animation, Titles and Magnetic 


Sound Striping 


THE CALVIN CO. 


1105 TRUMAN ROAD 
KANSAS CITY 6, MISSOURI — HA. 1230 











Arricord 35 “Single Unit’’ Camera 


Arri Sound Camera Unveiled 
by Kling Photo Corporation 
*A new “single unit” double-sys- 
tem picture and sound recording 
camera, the Arricord 35, recently 
was introduced by the Kling Photo 
Corporation, New York and Los 
Angeles, distributors of Arri mo- 
tion picture equipment. 

The new outfit is a compact com- 
bination of the latest Arriflex 35, 
Model IIA camera, with a magnetic 
sound recording unit using 174mm 
film, both housed in a single sound 
blimp with external controls. Due 
to its 24 volt battery operation, the 
Arricord 35 may be used away 
from the usual studio facilities. 

Its easy portability makes the 
unit particularly suitable for news- 
reel, location and sound filming, 
industrial motion picture work, low 
budget and tv film production, 
and for filming in confined spaces. 
Through-the-lens focusing and view- 
ing permit camera operation by a 
single cameraman; duplicate con- 
trols for an assistant are provided. 

The Arricord 35 is sold complete 
with three lenses, amplifier and bat- 
teries, 

* od * 
Roll Tables for Projectors, 
Recorders Set for NAVA 
* Logical accessories are the new 
rolling tape recorder and projector 
tables announced by Commercial 
Picture Equipment, Inc., Chicago. 

The firm has also announced a 
larger version of the recorder table 
for projectors and a new film 
splicer. All three products will be 
shown for the first time at the 
National Audio Visual Association 
trade show, July 24-27, at the Hotel 
Sherman, Chicago. CPE will occupy 
booth M-102. 

Called Roll-A-Lock Jr., the new 
all-steel tables are lower priced ver- 
sions of the company’s standard 
Roll-A-Lock projector tables for 
heavy-duty use. Two heavy gauge 
steel shelves on both models are 
rigidly bolted to the legs of steel 
tubing. Plastic finish shelf surfaces 
are said to minimize the danger of 
equipment being pushed off. 

Both tables will support over 200- 
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pounds and are mounted on rolling 
2%4-inch rubber casters with auto- 
matic locks. The recorder table is 
291,,-inches long, 1612-inches wide, 
28-inches high—bringing record- 
ing equipment to the proper oper- 
ating level. The projector table is 
291,,-inches long, 161-inches wide, 
3814-inches high. It is equipped 
with a third shelf for film. 
Accessories for the new tables in- 
clude an outlet box in colors to 
match the tables. Equipped with a 











25-foot cord and mounted on the 
leg of the table, the outlet receives 
the plug directly from the projector 
or recorder. 


CPE’s new film splicer is made 
of cast zine alloy, with hardened 
cutting blades and tension held 
splicing arms. It cuts and splices in 
one operation. A jeweled scraper is 
adjusted to scrape only the emulsion 
of the film. Sprocket guides are lo- 
cated so that color, as well as black 
and white film can be spliced with- 
out crossing, regardless of direction 
of travel. ig 


* * a 

20” Zoomar Reflector Lens 
for Still and Movie Cameras 
* A new 20° Zoomar-Reflector lens, 
for still and motion picture cameras, 
has been announced by Zoomar 
Corp., Glen Cove, Long Island. 

The 500mm lens combines long 











20” Zoomar-Reflector Lens 


focal length with high picture 
quality, compactness and light 
weight, according to the manufac- 
turer. It measures 754” long by 5° 
in diameter, weighs approximately 
3% lbs. and has a speed of £:5.6. 

The new lens can be used with 
mirror-reflex housing on Leica-type 
and Contax cameras; without mir- 
ror-reflex housing on 35mm single- 
lens reflex cameras. 

Other details can be obtained by 
writing to Zoomar Corp., 55 Sea 
Cliff Ave., Glen Cove, Long Island, 
N.Y. 

t % * 


Soundview Rear Screen Unit 
for Sound Slidefilm Users 

* Release of a new Soundview Rear 
Screen unit has been announced by 
the Automatic Projection Corpora- 
tion, New York. 

The Soundview Rear Screen will 
accommodate any Soundview pro- 
jector model, PS43, PS63, PS65F. 
The unit sits on any small flat sur- 
face and presents a clearly defined 
image from any angle in a brightly 
lighted room, says the manufac- 
turer. The unit contains a folder 
easel type screen, picture image size 
11” x 14’, and has room for a slide 
carrier and extra lens. Overall size 
of the unit is 8” x 18” x 10", weight 
9 Ibs. 


Further information and descrip- 
tive literature can be obtained di- 
rectly from the Automatic Projec- 
tion Corp., 282 Seventh Ave., New 
York 1, N.Y. 








COLOR SLIDEFILMS 


FOR INDUSTRY 











scratch removal 
the holiday that puts films 





back to work! 





than you'd think possible 
dare hope! 


ScRATCHED or damaged films can’t do a good job for 
you—but you needn’t keep them idle on the shelf. After 
a short vacation with us you'll be proud to put them 
back to work for many more years of active service 
and at lower cost than you 


Our exclusive RAPIDWELD process chemically reconditions 
film so that imperfections like scratches, “rain”, oil-stains and 
brittleness disappear—your film looks like new! 
Why not join the scores of Business Screen readers* who regu- 
larly send us their precious originals, negatives and prints se- 
cure in the knowledge that they will receive our prompt, meticu- 
lous treatment and expert care—for only pennies per foot. 
* To list only a few: Aetna Life, Bell Telephone, Am. Medical 
Assn., Nat. Audubon Soc., RCA-TV, CBS-TV, ABC-TV, Ziv TV, 
Alcoa, Am. Can, Am. Cyanamid, Ford Motor, Gen. Electric, 
IBM, Pan Am. Airways, United Airlines, E. I. duPont, U. S. 
Steel, Penn. Water & Power, Swift, Ansco, Eastman Kodak, 
George W. Colburn Lab., Ace Film Lab., Caravel Films, Color 
Service, Jam Handy Org., Mecca Film Lab., Precision Film Lab., 
Sarra, Transfilm, Warner Bros., United Artists, Paramount. 


16 and 35 mm 
ORIGINALS e NEGATIVES e KODACHROMES e PRINTS 














Bring your film problems to us in Booth | 
| B-13 at the NAVA Convention, July 22-27 | 





RAPID FILM TECHNIQUE, INC. 
established 1939 


21 West 46th Street e New York 36, N. Y. e JU 2-2446 




























































The quality of Color Reproduction’s new Mag- 


netic SOUND TRACK is unsurpassed! 
+ HIGHER fidelity response with crisp clear sound 
+ From 6 to 8 D.B. more output in volume 


SPECIAL 


Color Reproduction Company 

will place 100 feet of Magnetic 

Sound Track on any 16mm 

motion picture film FREE. 

Offer Expires July, 1955 
f 
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Send in a 100 foot reel of film for your FREE 
SAMPLE. Your film with Color Reproduction’s 
Magnetic SOUND TRACK, will be returned to 
you in a few days postpaid. 


TO: COLOR REPRODUCTION COMPANY 


7936 Santa Monica Bivd., 
Hollywood 46, California Dept 1 


COLOR FILMSTRIPS 


FOR EDUCATION 


| accept your free offer. Enclosed is my 100 ft. of film. 








Specialized equipment and the know-how of a group of specialists who NAME 

have worked together in producing over 550 color films. If you want 

a complete production or require specialized assistance on any production ADDRESS 

problem, contact Henry Clay Gipson, President .. . CITY ZONE STATE 
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FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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CHARLES F. SKINNER 


\ 


Charles Skinner Productions 

Sets Western Studio and Staff 
*Charles E. Skinner, 
producer-director of The Charles F. 
Skinner Productions, Inc., has 
taken a four-year lease on the West- 
film Studios in Hollywood, as a new 


executive 


west coast base of operations. 

The studio is part of an expan- 
launched on both 
coasts. The west coast addition in- 


sion program 


cludes a main sound stage “floated” 
between the outside walls, measur- 
ing 110 by 110 by 30 feet, equip- 
ped with Mole-Richardson lighting 
equipment. Two smaller stages meas- 
ure 28 by 30 feet and 30 by 70 feet. 


The plant has executive offices, 
dressing rooms, makeup rooms, 


editing rooms, projection facilities, 
and carpentry equipment for hand- 
ling props and freight. 

The new facilities will be used 
for business and industrial films, 
short subjects and television pro- 
duction. First to roll there will be 
Sergeant Preston of the Yukon, a 
teleseries for the Quaker Oats Com- 
pany. The first episode of the 52- 
film series got underway on loca- 
tion in Aspen, Colorado, June 13, 
with Skinner personally producing 
and directing. 

The industrial and business film 
branch is scheduled to start a new 
project for the New York Telephone 
Company, through eastern facilities. 

Several appointments have been 
announced in connection with the 
expansion program. 

Raymond J. Rand will serve as 
general manager with Tom Curtis, 
formerly of MGM, Columbia and 
The Jam Handy Organization, Inc., 
taking over studio management and 


RAYMOND J. RAND 


: 
_ 


at 
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News of Staff Appointments Among the Producers 


production supervision. Basil Beyea 
heads the New York writing and 
Albert Kelley, most 


recently with Jerry Fairbanks, will 


creative staff. 


serve as associate producer and di- 
rector of the business and industry 
film division and Nelson Gidding 
will be executive writer-editor. 


* 


Named Crawley Comptroller 
° Appointment of J. E. Walsh as 
comptroller recently was announced 
by Crawley Films Limited, Ottawa, 
Canada. 

An Ottawa partner in Arthur A. 
Crawley and Company, chartered 
accountants, Walsh has been en- 
gaged in business investigation and 


management survey work. 
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Frank Shea to Pelican Films 

® Frank J. Shea, former sales man- 
ager of March of Time, and John 
Sutherland Productions, has joined 
Pelican Films, Inc. as vice-president 
in charge of sales. 


~ w * 


Goodwin Heads Business Films 
for Keitz & Herndon, Dallas 
* Appointment of E. Howard Good- 
win as head of the industrial film 
division was recently announced by 
Keitz & Herndon, Dallas motion pic- 
ture producers. 

Goodwin formerly was employed 
as economist for the Lion Oil Com- 


pany and served three years as a 
special agent of the Federal Bureau 
of Investigation. 











a6?” 




















1905 Fairview Ave., N.E., Washington 2, D.C. 
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WALLACE B. STANFORD 


Wallace B. Stanford Named 
Assistant to Raphael G. Wolff 
* Wallace B. Stanford has been ap- 
pointed assistant to the president of 
Raphael G. Wolff Studios, Inc., 
Hollywood. His appointment is part 
of the continuing expansion of front 
office personnel begun early this 
year. 

Stanford, for many years a sales 
promotion executive with Califor- 
nia offices of various industries, 
comes to his new post from the con- 
tainer division of International 
Paper Company, where he had been 
engaged in sales promotion activi- 
ties for the past four years. 

He also has been with California 
Spray Chemical Corporation and 
Frankfort Distillers Corporation in 
the same capacity and at one time 
was district supervisor for the Cling 
Peach Advisory Board in San Fran- 
cisco. 

7 a * 
Three Named to Exec Jobs 
at Kling Film Productions 
* Two new directors and a sales 
training director have been an- 
nounced by Kling Film Produc- 
tions, Chicago. The new directors 
are Robert Edmonds and Lloyd 
Bethune. In the sales training post 
is Ray Lee. 

Edmonds previously was with 
the Canadian Film 
writer, director, editor and _ pro- 
ducer and served other Chicago pro- 
ducers in the same capacity. He 
also has worked in production in 
England. Bethune formerly was 
with other Chicago film companies 
and WGN-TV. 

As sales training director, Lee 
presently is writing and producing 
a series of seven sales training films 
to be sold on a syndicated basis. 
The package consists of seven 15- 
minute films in color, records and 
supplemental sales promotion ma- 
terial. 

Lee brings some 20 years experi- 
ence in sales training, advertising 
and writing for motion pictures. He 
has worked in sales operations in 
the midwest and on the west coast. 


Board as a 




















Lighting the Chicago Board of 
Trade’s huge three-story trading 
room for color film production was 
made possible by producer’s twin- 
Diesel generator unit parked on Chi- 
cago street. 


Diesel-Generators Help Wilding 
Shoot Color Anywhere, Anytime 
* A twin Diesel-generator set, pro- 
viding an independent and mobile 
source of power, is helping Wilding 
Picture Productions, Inc., to over- 
come a lighting problem on color 
film frequently faced on location 
shooting in new industrial plants. 

Wilding officials point out that 
the modern trend in plant construc- 
tion calls for greater skylight and 
glass wall areas. There’s a lot of 
daylight where it used to be all 
artificial. 

Color work doesn’t permit “mix- 
ing.” The practical solution is in the 
use of are lights which provide a 
color temperature approximating 
daylight. 

The ares consume a lot of DC cur- 
rent and that’s where the generator 
set comes in. It’s no baby. Mounted 
on a trailer and drawn by truck, it 
is believed to be the largest such 
unit operated by any commercial 
film producer. 

Each of the twin generators is 


COLORSLIDE 


FILMSTRIP 





DUPLICATING 


FRANK HOLMES LABORATORIES 


7619 SUNSET BOULEVARD 


LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D.F,&S 


NUMBER 4 + VOLUME 


ré. 2 


rated at 138 kilowatts, delivering 
120 volts direct current. Units may 
be used together to produce more 
than 2,500 amperes, or separately 
when power requirements are 1,000 
amperes or less. 

To the layman, the output of the 
twin generators is sufficient to sup- 
ply current for 275 average homes, 
or a good many city blocks. 

The generators were acquired 
from Lift Truck Service Company, 
Chicago area distributor for indus- 
trial Diesel engines and materials 
handling equipment made by Buda 
Division of Allis-Chalmers Mfg. 
Company. 

In addition to solving the prob- 
lem of avoiding “mixed” interior 
light for color, the generators have 
of course provided a mobile answer 
to power requirements on much lo- 
cation shooting. They are also used 
to supplement available power for 
incandescent lights. Wilding uses a 
type of incandescent light which 
will take either AC or DC. 

A recent instance where the gene- 
rator set proved its merit was in 
interior location shooting of a pro- 
duction for the Chicago Board of 
Trade. Part of this film was photo- 
graphed in the big room in the 
Board of Trade building used by 
members for trading. This is one of 
the largest single rooms in the world 
and is almost three stories high. 
The lighting problem 
shooting is obvious. 

Initial surveys by Wilding showed 
that attempts to use available power 
in the building might result in blown 
fuses and serious delay in operation 
of ticker services and other wire 
service equipment linking the board 
with other trading centers through- 
out the world. Availability of the 
generator set (which could be 
parked on the street below) per- 
mitted production of the picture 
without hazard to normal trading 
operations. 

The generator set has traveled 
with Wilding crews as far east as 
New York, down through the Caro- 
linas, in Georgia, Texas and all 
through the midwest. ie 


* * & 


for color 


Associated Screen News Names 
Dunham General Manager 

® Murray Briskin, assistant to the 
president of Associated Screen News 
Limited, Canada, has announced 
the appointment of Johnathan Dun- 
ham, as general manager of produc- 
tion. 

Just prior to joining Associated 
Screen Studios, Dunham had been 
connected with Southern California 
TV Film Studios. Earlier, he served 
at Walt Disney Studios in_per- 
sonnel expansion and production. 
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Blung 


IS SIX 

times better 
than old 
fashioned 
metal reels 
and cans 





a”, ° 
* A, ‘ oe 
1. all in 1 KeE laine, 
reduces handling — prevents mis- 
matching of reels and cans 


4. full visibility 


footage and titles always visible 


5. weighs less 


reduces shipping costs sharply 


6. economical 


costs much less than old fashioned 
metal reels and cans 


2. fully automatic 


self-threading — self-winding 


3. complete protection 


no dust—no dirt — always clean 


reel-tainer is the new transparent high impact plastic reel and container that 
offers complete film protection, plus title and footage visibility at lower cost. 


8 MM 200 FT Keel-lainw, 99¢ » 16 MM 400 FT Keellainw, $1.20 


(other sizes available) 


APT. CORP. 4332 STOCKTON BLVD. SACRAMENTO, CALIF. 


MODERNIZE YOUR PRESENT METAL REELS WITH FULLY AUTOMATIC 
te, 4 
keel-Clule AVAILABLE FOR 16MM REEL COVER 400 FT * 60c 


Below: power for the lamps of film production is supplied by this huge mobile 
twin-Diesel generator set, mounted in trailer at right. Through this heavy 
duty equipment (each of the twin units is rated at 138 kilowatts) Wilding 
Picture Productions, Inc. carries its own power into field or factory for 
today’s color film production requirements. Arc lights approximate daylight 
in character, avoid “mixing” problem frequently encountered in modern 
plants where illumination is a mixture of unbalanced light. 














Crawley Puts 3-Story Plant 

in Operation, Adds to Staff 
*A new, three-story film produc- 
tion building has been put in oper- 
ation by Crawley Films Limited, 
Canada, whose building and equip- 
ment are now valued at over 
$500,000. Of brick and glass con- 
struction, the new building brings 
to over 31,000 square feet the floor 
space available to Crawley produc- 
tion requirements. 


Audio Pictures Doubles Space: 
20,000 Ft. for Ad Film Trade 

* Motion picture advertising is a 
relative youngster in Canada but the 
youth suddenly has become a man 
and this phase of the film industry 
is experiencing a 
swing. 


profitable up- 


Apace this new business, Audio 
Pictures, Ltd., the motion picture 
ad division of Canadian Film In- 
dustries Co., Ltd., Toronto, recently 
dloubled its studio space to 20,000 
feet and acquired new recording, 
mixing and filming equipment. 
Audio took delivery from RCA of 
five tons of Photophone recording 
equipment, costing $120,000. 

Re-arrangements of the com- 
pany’s cameras, lights and labora- 
tory facilities also is proceeding as 
Audio moves into construction of a 
second sound stage (15,000 square 
feet). A new carpentry, machine 
and plasterer’s shop has been com- 
pleted to meet the demand for ad- 
ditional prop-making facilities. 

Audio is one of three companies 
in the Canadian Film Industries 
group, the others being Film Labora- 
tories of Canada Ltd. ( processing) 
and Dominion Motion Pictures Ltd., 
Studios (production). 


Associated Screen Studios 
Adopts Unit Production 

* Associated Screen Studios has in- 
stituted the unit system for com- 
mercial television and _ industrial 
motion picture production in the 
organization. Each unit will be 
headed by a producer-director with 
a writer, cameraman and editor re- 
sponsible to him. He will draw the 
remainder of his crew from a com- 
mon pool. Three of these units will 
operate out of the Montreal office 
of the organization. 

Gordon Sparling, who has been 
with Associated Screen Studios for 
25 years, will head the first unit. 
Jack Chisholm will be in charge of 
the Toronto unit operation. 


aia of 4 


New Sound Slidefilm Guide 
* Watch for the new 1955-56 edi- 
tion of the Sound Slidefilm Guide. 
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| canapian Newsreet | Hetter Mileage for Business Films 


Tips on Maintaining Screen Quality, Longer Print Life 


* Anyone who wears glasses not 
infrequently finds himself going 
about with so much dust on the 
lenses that a non-specs-wearer would 
be baffled how anyone could see 
through them. The answer is, of 
course, that the man with the dirty 
cheaters just gets used to them. 
It’s not hard to find an analogy 
from this in the business firm which 
uses films and loans them to out- 
side audiences. Films may _ be 
muddy or scratched that the film 





lf you need a 2 


sponsor is used to, seeing them so 
often, but the all-important audi- 
ence is not. 


Check Prints Regularly 


Scratched or dirty films are a 
poor example of business public 
relations, and luckily, most com- 
panies are becoming more aware of 
the importance of regular checking 
and renovation of films which need 
it—and luckily, also, there is a 
process which does repair scratched 


IN 15 YEARS ... NO ONE HAS DUPLICATED THE 
MOVIE-MITE ... IN WEIGHT, SIMPLICITY. OR PRICE 


for information write to... 


THE CALVIN CO. 


1105 TRUMAN ROAD 
KANSAS CITY 6, MISSOURI — HA. 1230 





films so that they become as good 
as new. 


Rapid Film Technique, Inc., of 
New York, has been repairing 
scratched film since 1938. Growing 
from a small shop that pioneered in 
scratch removal, the company this 
year will process over ten million 
feet of film, and its list of customers 
includes practically all the major dis- 
tributors in the theatrical, TV, edu- 
cational and business film fields. 
These include: General Motors and 
General Electric and General Mills; 
U.S. Government, U.S. Steel and 
U.S. Rubber; Columbia and Para- 
mount; CBS and NBC; Association 
Films and Modern; Ansco and East- 
man; and the Universities of Pra- 
tically Everywhere. 


Economy Is Rapid’s Forté 


A major consideration for most 
users of Rapid’s service is economy. 
At a charge of a penny a foot, 
Rapid is successful in completely 
restoring scratched, unusable film 
which would cost 15-l6c per foot 
to replace. As an example, one 
major U.S. corporation recently sent 
in its whole stock of worn prints, 
with a replacement value of 
$150,000, and for a charge of 
$10,000, got them back, as the com- 
pany executive reported —“as good 
as new in every respect.” 

Rapid’s president, Jack Bernard, 
points out that there are several 
kinds of film damage — some re- 
pairable, and some not. Torn 
sprocket holes, or films with the 
emulsion actually scraped off so 
that a very distinguishable white 
line shows on the screen cannot be 
repaired, and Mr. Bernard, after 
inspection, recommends replace- 
ment of these parts. But films that 
seem muddy, or with many fine 
scratches, and films with very obvi- 
ous scratch marks can be brought 
back to newness by the Rapidweld 
process. This can be done at regu- 
lar intervals, after periods of ex- 
tensive use, almost indefinitely. 
Each treatment serves not only 
to rejuvenate the film, but to 
strengthen it as a safeguard against 
damage. There are old films show- 
ing today that have been projected 
many hundreds of times—preserved 
by regular Rapidweld treatments. 


Restore 30-Year Old Prints 

The current series of Our Gang 
comedies, now a smash hit on after- 
noon television all over the country, 
are actually not new prints at all, 
but 30 years old. They were brought 
in to Rapid in rusty old cans and 
the films were beat-up, to say the 
least, from their previous playings 
years ago in last-run movie houses. 
Restored to good condition, they 
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are now a gold mine for their dis- 
tributor. 

In addition to the Rapidweld 
treatment, for scratch removal and 
rejuvenation, Rapid also offers a 
Rapidtreat process which lacquers 
new films to harden and protect 
them before use. 

For the typical business film — 
l6mm, either b/w or color—the 
Rapidweld charge of a penny a foot 
comes to little more than the usual 
cost of inspection and cleaning. 
Rapid also has facilities for storing 
prints after treatment during sum- 
mer off-seasons for fall delivery. 





New 3M Striping Machine at Calvin Co. 


Calvin Reports Latest 3M 
Striping Machine in Operation 
*A new chapter in the progress 
of magnetic film striping equip- 
ment is supplied by the recent ex- 
periences of The Calvin Company, 
Kansas City, Mo., motion picture 
producers. 

Striping equipment, manufactured 
by Minnesota Mining & Manufac- 
turing Company, was first installed 
at Calvin in June, 1953. Since that 
time Calvin has been doing com- 
mercial striping of 16mm and 8mm 
magnetic film. The service was not 
advertised because although the pro- 
cess as worked out on the first ma- 
chine was satisfactory, it was slow 
and the company wanted to avoid 
being “swamped.” 

From experience gained on the 
initial installation at The Calvin 





PROCESS YOUR OWN 
16mm & 35mm FILM 
IMMEDIATELY AFTER SHOOTING 


i ee 





PORTABLE WATSON CINE’ DEVELOPING 

OUTFIT . .. provides a SIMPLE, EFFI- 

CIENT, ECONOMICAL and SPEEDY means 

for PROCESSING up to 200 ft. of 16mm 

or 35mm (also 70mm) film— 

* LOW COST, Uniform Processing! Req- 
uires only 1 gal. of solution. 

¢ 3 nesting tanks-reels-scratch-proof loader 

© PREFERRED by MORE Professionals 

* SIMPLE operation MINIMUM cost— 

> 


FULLY GUARANTEED — prices from $89.00 


Extra Reels, Tanks, etc., available. 
Write for FREE Processing Booklet. Dept. BS 
BURKE & JAMES, INC. 321 So. Wabash, Chicago 4 
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Company, several suggestions — in- 
cluding ideas on pre-coating and 
humidity control — were made to 


COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


3M engineers. The manufacturer 
correlated these suggestions with 
material gathered from other field 
research sources and built a new 
applicator for the laminated mag- 
netic tracks. 





The Calvin Company has installed 
a redesigned machine which per- 
forms the process rapidly with what 
are described as highly satisfactory 
results, Calvin now is offering a 
complete striping service for 16mm 
and 8mm film and announces that 
it can apply any of the commonly 
accepted widths of 30, 50 or 100 
mils on either the base or the emul- 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC © 35mm BNC 


BELL & HOWELL 


Standard ® Eyemo ® Filmo 


LIGHTING 


Mole Richardson 

Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 

Strong ARC-Trouper 

10 Amps 110V AC 5000W- 


EDITING 


Moviolas ® Rewinders 
Tables * Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps © Apple Boxes 
Scrims ® Flags 


. ° ARRIFLEX 2000W-750W Gobo Stands ; 
sion side of the film. Madi © SBdein Sates Cone tise Complete grip equipment 
. ea ee WALL ete SOUND EQUIPMENT 
claimed for the 3M laminating 35mm single system Gator Clip Lites 9 


Barn Doors 
Diffusers 
Dimmers 
Reflectors 


Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


method. In this new process a nar- 
row stripe of magnetic oxide ma- 
terial, precision coated on a tem- 
porary plastic base, is laminated to 
the film. The temporary plastic 
backing subsequently is stripped off 
leaving only the magnetic oxide 
track on the film. Binding the mag- 
netic track to the film is accom- 
plished by an electric heating ele- 


ECLAIR CAMERETTE 
35mm *® 16/35mm 
Combination 


Portable Mike Booms 
Portable Power Supplies to 
Operate camera and recorder 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer * Bolex 

Blimps ® Tripods 


WE SHIP VIA AIR, 
RAIL OR TRUCK 


DOLLIES 
Fearless Panoram 
Cinemobile (CRAB) 
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ment on the laminator which ac- Platform © Western 
tivates an adhesive built into the 3 Wheel Portable 
laminated material—no heat is 


Dept. S-5-19 @ 1600 Broadway @ New York City 


applied to the film itself. bad’ 


DIAMATIZE your meeting 


with a dynamic 















Port-a-Stage 


Poeese wi 











. . » beyond belief! 
COMMERCIAL PICTURE 


OULIPMENT, INC. 

1800 W. COLUMBIA AVE. 
BRiargote 4-7795 
N.Y. Phone: Plaza 7-0200 


Standard Port-a-Stages and new unique de- 
sign Port-a-Stages are engineered for 
strength and are rock steady. Practical for 
traveling or one time shows. 


RENT OR BUY 
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NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





EASTERN STATES 





* CONNECTICUT « 
Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


°e NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK « 
Association Films, Inc., 347 
Madison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford, Immig and Landis, 
Inc., 265 West 14th Street, 
New York 11, New York 


The Jam Handy Organization, 
1775 Broadway, New York. 


Ken Killian Co. Sd. & Vis. Pdts. 
17 New York Ave., Westbury, 
N.Y. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 
Training Films, Inc., 150 West 

54th St., New York 19. 

Visual Sciences, 599BS Suffern. 


¢ PENNSYLVANIA « 
The Jam Handy Organization, 
Gateway Center, Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


© WEST VIRGINIA ¢ 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 





SOUTHERN STATES 


¢ ALABAMA « 

Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 





¢ FLORIDA « 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


¢ GEORGIA « 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 
Stevens Pictures, Inc., 10] Walton 
St., N. W., Atlanta 3. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 








* LOUISIANA ¢ 
Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI ¢ 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


¢ TENNESSEE «¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


e VIRGINIA « 
Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
Ma 5-1371. 








MIDWESTERN STATES 


e ILLINOIS ¢« 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1- 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 





e IOWA ¢ 


Pratt Sound Filmr, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros. Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 


e OHIO e 


Academy Film Service Inc., 
2110 Payne Ave., Cleveland 
14, 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H, Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


¢ CALIFORNIA ¢ 
LOS ANGELES AREA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange. 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
1402 Ridgewood Place, Hol- 
lywood 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 





SAN FRANCISCO AREA 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 


Westcoast Films, 350 Battery St., 


San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA « 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


¢ OREGON ¢ 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


¢ UTAH ¢ 
Deseret Book Company, 4 E. So. 


Temple St., Salt Lake City 10. 


THE DIRECTOR'S ROLE 





by Joseph A. Henaberg 


Pers ACTIVITIES of a motion pic- 


ture director fall into two gen- 
eral areas—one that is primarily 
creative, the other, a practical dol- 


| lars and cents angle common to all 
_ business. 


The director must have artistic 


| judgment, imagination, feeling, an 


understanding of life, and the abil- 
ity to handle people. In addition, 
he must know how to spend a dol- 
lar, and get a dollar’s value in re- 


turn. He must combine technical 
| experience and methods with crea- 

tive work. 
A crew does the technical work 


but the director gives the basic in- 


| structions and leads the way. He is 


responsible for the content of each 
scene produced. He determines the 


| camera angles—the arrangement of 


the settings—the lighting key. He 


| directs the actors, using methods 


suitable to different personalities. 
He encourages some with a pat on 
the back—he uses the lash of ridi- 
cule to fire others—some he bull- 
dozes—some he must show by 
example—but the greatest number 
are guided by logical discussion and 
common sense. 

By and all the director must 


| direct actors, crew and all behind- 





the-scenes activity. 

The responsibility for both in- 
terpretation and production progress 
rests on his shoulders and obviously 
must fit in with the authority and 
financial responsibility of the pro- 
ducer. 

Generally speaking, | would say 
that non-theatrical pictures, with 
actors speaking lines or having di- 
alogue, which is not related to a 
dramatic situation—that is exposi- 
tory talk—present the greatest prob- 


_ lem. Such pictures usually lack 


human interest and have no charac- 


| terizations—no situations—no con- 


flict—and no emotional play. To 
make actors appear as natural 
human beings under such condi- 
tions is a big challenge. 
Entertainment pictures come next 
because of the required exactness 
and fine shading in interpretation. 
Teaching films follow because 
every second of time must clearly 
convey a definite idea, in a form 
easy to absorb, and because the be- 
neath-the-surface implications must 
be kept constantly in mind. 
Documentary films with social 


| ideas come next. Here the prime 


factor is the conception of the basic 
idea or theme. If this rests with 
the director then the over-all task 
is a great one. a 














An’ Oscar tor... 
“LETTER FROM PASQUALE” 


FIRST AWARD WINNER 


(Human Relations Motion Pictures) 
8th Annual Cleveland Film Festival 
June 22nd, 1955 


Slo yf and Screenplay 
ty 


Luce Henry 


Motion picture scripts for producers 
of institutional, educational and 


public service sponsored films 


Studio: 


1416 N. Wells Street 
Chicago 10, Illinois 
Mohawk 4-0939 


Summer Workshop: 
Lac Court Oreilles 
Stone Lake, Wisconsin 
Stone Lake 2552 
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